











VICTOR ... the best in 16mm motion picture equipment 








designed for 
and selling 


_ THINGS TO THINK ABOUT 
- WHEN BUYING A PROJECTOR 
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streamlined training 


Over 800 technical and personnel films avail- 
able — plus thousands of entertainment films 


The world has never known such production efficiency, such 
intense selling techniques for industry, as will be available in 


the years that lie immediately ahead. 


Nor has there ever been such a competent method of technical 
training and convincing selling as is possible today and tomor- 
row through dynamic 16mm Sound Films and Equipment. So 
important is this teaching, selling and entertaining medium, 


that alert businesses have set up a 16mm motion picture depart- 


ment manager. Can we help you in establishing yours? .ovX2.« . 
. 


Write today for descriptive literature 
and name of nearest distributor. 


ANIMATOGRAPH CORPORATION 


Home Office and Factory: Davenport, lowa 


New York (18), McGraw-Hill Bidg., 330 W. 42nd St. © Chicago (1), 188 W. Randolph 
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a Business Film 





PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
American Viscose Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Gasoline Corp. 
General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 
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What the Intelligent Business Man 
Should Know about Buying 


EFORE an intelligent business man engages a 

group of specialists to prepare an advertising 

campaign, he weighs their ability to create and put 
over ideas. Ideas that will build sales. 


He should be equally discerning when he consid- 
ers engaging specialists to produce a business film. 
For the value of that film, regardless of what he pays, 
will depend on the ideas which that film contains and 
the force with which they are put across! 


Caravel motion picture programs are shaped to a 
single purpose—to build increased sales for the client 
at the lowest cost. All of which calls for broad ex- 
perience, painstaking study, skilled technique... 


For example, a recent Caravel program entailed 
several hundred calls on distributors and dealers, 
coast to coast... then the production of a complete 
sales-building plan: 


—A motion picture to show salesmen and deal- 
ers how to step up their sales, and to spur them 
to enthusiastic action. 


—Slidefilms, sales-manuals, meeting guides and 
other promotional material to insure their con- 
tinued and effective use of the most resultful 
selling methods. 


Summing up, the investment value of a business 
film depends on the experience, the specialized abil- 
ity, the integrity of the men who make it. Weigh those 
factors carefully before you buy! 






CARAVEL FILMS 


INCORPORATED 





New York * 730 Fifth Avenue * Tel. ClIrcle 7-6112 











y business is different,” a prospective client 





frequently tells us, and after a quarter century in this 


visual training field, we know it certainly is. 


No two manufacturing, distributing or merchandising 
operations that involve commercial pictures are 
identical, so Wilding productions do not follow a set 
formula. Whether you wish to teach manual skills, 
to demonstrate sales methods or to instill company 


ideals, we offer no prepared panacea. 


Experience has taught us that each business IS 
different, so we study each problem as a unique 
challenge to our creative and production staffs. 
Perhaps that’s why our clients often say that Wilding 


pictures, too, are different. 


Creators and Producers 
of Sound Motion Pictures 
for Commercial, Educational 


and Television Application. 





Wilding Picture Productions, Ine. 
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YES, when you put sound-on-film motion pictures to work 
for you! 


F d - h : : ‘als j With new coated lens and brilliant 1000-watt illu- 
or a sound movie converts authentic testimonials into mination, this 16mm sound-on-film projector is 


vivid, powerful selling. It can show exactly how and where cooler and simpler to operate than ever before. 
your product is turning in a top performance. Indisputable Exclusive features banish danger of film damage. 
moving pictures can prove that your product does every- Write for complete information. 
thing you say it will do. | d Lib 
Such concrete evidence, dramatically presented in sound Filmosound Library 
and picture, leaves no doubts in prospects’ minds .. . ...at Your Service 
‘makes convincing salesmen of your present customers. B&H Filmosound library has 
thousands of films for rent or 


ei purchase—for training, teach- 
How Sound Movies Can ing, entertainment. Send for 


Sell for YOU free catalogs. 


Wherever you have a story to tell, to customers or em- OPt-200S —predocte combing 9 the 0 saleanee of 
ployees, you can tell it better with sound motion pictures! ; 

Write today for the booklet that tells you how, “Movies 

Go to Work.” Bell & Howell Company, 7108 McCormick 

Road, Chicago 45; New York 20; Hollywood 38; Wash- 

ington 5, D. C.; London. 
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NOTES ON THE EVE OF 
NAVED CONVENTION 

E WRITE THESE LINES 

on the eve of the opening of 
the first “post-war” National As- 
sociation of Visual Education 
Dealers’ Annual Convention and 
Trade Show in Chicago. 

Thanks to tireless work on the 
part of those actively guiding the 
affairs of NAvep, a vast job of re- 
juvenation has been accomplished. 
Advance reservations at the Hotel 
Continental by dealers and their 
families are running beyond ca- 
pacity and overflowing into other 
Chicago hotels. It should be a 
great show through August 5, 6 
and 7 and it will be an everlasting 
credit to President D. T. Davis, 
his fellow officers and the NAvED 
Directorate if these meeting days 
are used for constructive action 
toward the high ideals set in the 
Association’s Code of Ethics, 

Organization, promotion and 
management of Navep's Chicago 
show, unequalled in the history 
of the organization, was the re- 
sponsibility of Don White, Exec- 
utive Secretary, who joined NAVED 
in that capacity earlier this year. 
A former Army Air Force Major, 
Don’s years of prewar service in 
visual education and his fine serv- 
ice record have prepared him well 
for a great career. All of the 
industry in Chicago, particularly, 
turned out to help in this splendid 
and practically unending effort. 
But it was—and is—Don’s job of 
real work and to him and his loyal 
secretary goes a world of credit. 


500 Navy Films Are Released 
for Civilian Distribution 


@ More than 500 training films 
and film strips are being released 
by the Navy Department for gen- 
eral use by educational institu- 
tions, civic groups and manufac- 
turers. 

rhe films, representing the larg- 
est single collection of training 
films ever released by the Armed 
Services, were produced during 
World War II by the Motion Pic- 
ture Production Section. 






At the close of the war, Ameri- 
can educators and civic groups 
who had become cognizant of the 
Navy’s advance in the use of train- 
ing films requested permission to 
use the Navy-produced films as 
visual aids in future civilian train- 
ing. Nearly 4,000 Navy films were 
reviewed by educators. The films 
being released represent subjcts of 
spcial interest to schools, civic, 
health and medical groups, and 
manufacturers. 

The motion pictures being re- 
leased are technically accurate, 
professionally produced, and edu- 
cationally sound. Their use dur- 
ing the war speeded training of 
personnel, improved instruction 
and increased production. They 
cover more than 200 subjects, 
ranging from plastic surgery to 
Diesel engine maintenance. 

Of special interest are films deal- 
ing with engineering, aviation, 
machine shop work, office prac- 
tices, shipbuilding, supervision, 
sciences, nursing, optical craft- 
manship, welding, aerial naviga- 
tion and flying, aircraft’ mainte- 
nance, safety and first aid, electri- 
city and radio, aerology, hydrau- 
lics, mechanical refrigeration, fire- 
room operations, medical and 
dental techniques, diesel engines, 
and plastic surgery. 








FLoypE E. BROOKER 


Brooker Delegate to UNESC 


@ Froype E. Brooker, head of 
Visual Aids for Training of the 
United States Office of Education, 
Washington, D.C., left via Pan 
American World Airways Clipper 
on June 16. He is representing 
education in the World Confer- 
ence of the UNESC meeting in 


London. —OHC 








ISSUE 5 of VOLUME 7 + BUSINESS SCREEN 


Ist National Business Journal of Audio-Visual Communications 


Chicago: 157 E. Erie St. 


Issue Four, Volume Seven of Business Screen Magazine. 


New York: 501 W. 113 St. 


Published August 1, 1946. 


Issued eight times annually at six-week intervals at 157 E. Erie Street, Chicago (11) 


Illinois by 


Business Screen Magazines, Inc. New York Office: 501 W. 113 Street. 


Robert Seymour, Jr., Eastern Editor-in-Charge. Subscription $2.00 (domestic); $3.00 
in Canada and foreign countries. Entered as second class matter May 2, 1946 at the 
post office at Chicago, Hlinois, under Act of March 3, 1879. 





BUSINESS SCREEN MAGAZINE 
































The Modern Method of 
Influencing Employees, 


Dealers, the Public ...16 mm. Talking Pictures 


The combination of sound, motion and color is unbeatable for getting across 
















any kind of message. People understand more and remember longer when 
they see and hear it on the screen. That's why it will pay you to use 16 mm. 
sound films wherever you can—for demonstrations, conventions, sales meet- 
ings, personnel training and morale building. 

Modern Ampro low-cost 16 mm. sound projection equipment brings good 
talking pictures within the reach of every budget. Write for name of nearest 
Ampro dealer who can give you full details. 

Many Special Ampro Features—Ampro 16 mm. sound projectors are rugged, 
sturdy, compact, lightweight—and designed to give continuous efficient per- 
formance. Special Ampro features include: Simplified Threading System, 
Centralized Controls, Triple Claw Movement, Centralized Oiling 
System, Quick Set-up, Quiet Operation—and many other 


exclusive advantages. 


“Premier 10° 
the new Ampro 16 mm. 
Sound Projector 









AMPRO 


8 mm. silent...16 mm-silent...16 mm, 





i= 7, : sound-on-film...16 mm. arc 
Py tT AMPRO CORPORATION «¢ CHICAGO 18 projectors... accessories 


mm. motion picture 








A General Precision Equipment Corporation Subsidiary, 








CASTLE 


gets your movies seen! 








The Major Film Distributor 
of 16m™ Pictures 


SERVING THESE FOREMOST NATIONAL ADVERTISERS: 


American Forest Products Industries, Inc. Lily Mills Company 

Association of American Railroads National Biscuit Company 

Ball Brothers Company National Cash Register Company 

Ball & Roller Bearing Information Center National Dairy Products Company 
California Fruit Growers Exchange National Live Stock and Meat Board 
Crane Company Procter and Gamble Company 

Fuller Brush Company Refrigeration Service Engineers Society 
B. F. Goodrich Company Sesalkraft Company 

H. J. Heinz Company Studebaker Company 

Lamont Corliss & Company (Pond’s) U. S. Rubber Company 


Western Cartridge Company 


The Cost of Using Castle Distribution Service Is 


Less Than Half the Cost of Mailing a Letter 


o7 5g = 





seenre DISTRIBUTORS CORP. gaugas 


RUSS BUILDING 30 ROCKEFELLER PLAZA FIELD BUILDING 
SAN FRANCISCO 4, CAL. NEW YORK 20, N. Y. CHICAGO 3, ILL. 
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The New RCA 6mm 
Sound Film 
Projector... 


You can clean this aperture in a few 
seconds because the RCA film gate 
is removable. 


WY 


...for Better Sound... 


weve, cosiews svete | Clearer Projection...Simpler Operation 


for inspection and cleaning. 


HE new RCA16mm Sound Film Projector, 

Model PG-201, is a de luxe equipment 
ideally suited for use in the industrial, com- 
mercial, entertainment, and educational fields 
—wherever de luxe requirements are indicated. 
Designed to provide the ultimate in perform- 
ance, it is reasonably priced—costs no more 
The RCA 16mm Sound Film Pro- than equipment which cannot equal it in per- 
jector is complete in two compact formance. 


ortable units. The projector case s , : : 
oe che era “te ampli- Semi-portable, the PG-201 is contained in 


fier. The speaker case contains the two Carrying cases—one for the projector and 
speaker mechanism, reel arms, built-in sound amplifier, the other for the 
cables and spares. speaker and equipment accessories. 





The silver-coated pyrex glass reflector, large 


46mm PROJECTORS 


“aspheric” condenser and fast F1.6 ‘“‘coated” 
projection lens mean more light on the screen 
—better picture definition. The powerful four- 
stage amplifier and precision-engineered me- 
chanical filter provide fine sound reproduction 
at the originally recorded pitch. 


Convenient to use, easy to operate, simple 
to maintain, the new RCA 16mm Projector is 
the logical choice for fine sound and top pro- 
jection performance. Before you invest in any 
new projection equipment get the story on 
the new RCA machine. Write today to Section 
20-F, 16mm Projectors, Engineering Prod- 
ucts Department, Radio Corporation of 
America, Camden, N. J. 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J. 
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NOW! a professional 16mm Splicer 




















Immediate Delivery $147.50 


Constant Temperature Hot Splice 


PERFECT AUTOMATIC REGISTRATION AT 
SPLICE REGARDLESS OF FILM SHRINKAGE 


Splicer Operation : 
1. One scrape cuts .0015 deep, .070 wide. 2. One operation cuts ends, locks and cements film. 


PRECISION ENGINEERED THROUGHOUT e CARBOLOY SCRAPER BLADE (Semi-Automatic) 
OILITE BEARINGS e HARDENED AND GROUND STAINLESS STEEL BLADES 
WRITE FOR CATALOG ' 


MICRO-ENGINEERING CORPORATION 


211 GUARANTY BUILDING, HOLLYWOOD 28, CALIF., Phone Hillside 2121 


NEW YORK AGENT: CAMERA EQUIPMENT CO., 1600 BROADWAY, N.Y.C. 
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The DeVRY RS-ND30 model is 

a 3-purpose projector that: 

SAFELY projects both sound and 
silent films; 


The new DeVRY portable 16mm. sound-on-film projector is a versatile tool for busi- 
ness, industry and the professions. For when it comes to taking its messages out to sales 
room, conference room or consumer meeting—in one case it may be silent films that 
are to be projected—in another, sound films—in either case, black-and-white or 
color films may be on the projection program. 





Again there may be need for the use of turntable or microphone—with, without 
or in addition to silent or sound films. 


BLACK & WHITE OR COLOR 





All of these many and varied projection and amplifying needs of modern business 
are met with DeVRY’s new Model RS-ND30 3-purpose professional 16mm. sound- 
on-film projector with its separate amplifier and speaker. Built like a fine watch for 
day-in, day-out trouble-free service in home, office or on the road, the new DeVRY 
portable 16mm. sound-on-film projector is so simple to operate that practically any- 
one can set up, thread, focus and service it, without special training. 


Learn moreaboutDeVRY’s 35mm. AUDITORIUM EQUIPMENT 


new 16mm. sound -on- film For Auditorium, Assembly Hall and Company 
projectors and other DeVRY Theatres—where 35mm. films are to be shown— 
. . . get the facts about (1) DeVRY Theater Projec- 
audio-visual sales and train- tors—sturdy 35mm. precision projectors for per- 
ing equipment—all of which manent installations (illustrated), (2) DeVRY 
. Transportable—35mm. sound-on-film projector 

are built to meet the most 


for use where projector throw does not exceed 


and that has a separately housed rigid specifications of the 60 feet, (3) DeVRY Portable 35mm. sound- 


shows black-and-white and color 
film without extra equipment; 














. A. SYSTEM 
INDOORS oR OUTDOORS 





30-watt amplifier and sturdy per- 


on-film projector in matched cases—projector in 


manent magnet speaker which 
afford Public Address facilities— 
indoors and out. 


most exacting buyer. Write 
DeVRY CORPORATION, 
1111 Armitage Ave., Chicago. 


one—amplifier and speaker in the other. Ideal 
for road-show and sales or training caravans. 
Use coupon below to get colorful literature— 


FREE! 




















DeVRY CORPORATION, 1111 Armitage Ave., Dept. BS-C8 = 

J] Chicago 14, Illinois 1 

| Gentlemen: Please send latest literature on Audio-Visual Sales & Training Aids. | 

I Please send “Production Pointers” and names of Producers. /e ate inter- 

ested in 35mm motion picture sound equipment; [) with arc lamp; [) with Mazda > 

l lamp. i 

ON PICTURE CAMERAS AND PROJECTORS Name l 
moti | : 

‘ e v. viel x | Address: | 

Only 5-TIME WINNER of Army-Navy “E” for the | ' 

: City Zone State 
. . . . F 

‘ production of motion picture sound equipment ! In Canada, contact Arrow Films, Ltd., 45 Victoria St., Toronto, Ontario, Canada. i 

licen anabenancnemapen Up ahananmnanenanenenanenanallllll 
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Case Histories 
of Outstanding Films 





THIS AMAZING AMERICA 


PRODUCER . WILDING PICTURE PRODUCTIONS, INC. 


BPIOIGR cw es GREYHOUND LINES 
RUNNING TIME. ....... 35 MINUTES 
SOUND ......--. WESTERN ELECTRIC 











This sound film in technicolor tells the story of a romantic tour through 
all parts of America. Over seventeen million people have already seen 
it. The American Red Cross selected this film for showing in military 
camps throughout the world—and ships bringing G.1.’s home from 
overseas are regularly using it. The Office of the Coordinator of Inter- 
American Affairs has purchased a number of prints which are now 
being circulated through South American countries. The State De- 
partment of the United States Government has requested and received 
prints for showing before Russian and other foreign government 
officials, and has just completed seven foreign language translations 
which will be shown in Europe and Asia. Beaumont and Hohman, Inc., 
(Advertising Agency for Greyhound Lines). 





MEAT AND ROMANCE 


PRODUCER. WILDING PICTURE PRODUCTIONS, INC. 


SPONSOR . NATIONAL LIVE STOCK and MEAT BOARD 
RUNNING TIME... 2... 40 MINUTES 
SOUND ......--. WESTERN ELECTRIC 








*Dramatize the story of meat!” In 1940 this order went to Wilding 
Productions from the National Live Stock and Meat Board. The result 
was an educational film of interest to both students and adults. 

This film really made a hit! Here’s what Mr. R. C. Pollock of the 
National Live Stock and Meat Board had to say: “More than 9,800,000 
people have seen ‘Meat and Romance’ in 82,029 screenings in 8,000 
cities and the picture is still going strong!” You don’t get audiences 
like that with a “dull” film. 


Both these outstanding films used 


Western Electric 


RECORDING 





Sound can “make” or “break” an instructional or publicity film. Top 
quality Western Electric Sound recording, though minor in cost, is of 
major importance when the results are in. 


Electrical Research Products Division 
Western Electric Company 


INCORPORATED 


233 BROADWAY, NEW YORK 7, N., Y. 


10 
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ONWARD TO 1950: Our Cover Theme 


* THis MONTH'S COVER may be 
either kernel or carnal, depending 
on how you look at it, but there’s 
a story in it and its a good one. 
Inspired by NAVED’s great and 
good show at Chicago’s Hotel 
Continental this month and by 
the amazing figures of industry 
growth now being compiled by 
our Research Department, the 
cover artist took a midsummer 
holiday and came up with this 
creation in the mood of Dali. 

It represents a graph of 16mm 


growth by decades from 1920 to 
1950. Look closely and you'll see 
the 20's depicted by the dollar 
bill in the background; the de- 
pression years of the 30's are rep- 
resented by the skull and the par- 
adoxial dove of peace and atom 
explosion in the foreground are 
symbolic of these hectic days. 

The unfinished wall to the right 
is the work of visual education 
still building . . . ever growing. 
Let’s grow with it! 


—OHC 
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~ WISUAL Arts Corporation 
_ 2@WEST 46TH STREET NEW YORK GIT 
_ LONGACRE 3-2939 is» 











PLANNING 
DIRECTION 
WRITING 
COLOR PHOTOGRAPHY 
MOTION PICTURES 
SLIDE FILMS 
RECORDING 
MUSICAL SCORING 
ART DIRECTION | 
- “COMMERCIAL ART 
RETOUCHING 
STILL PHOTOGRAPHY on AND WHITE 
EDITING 





| There is NO substitute for the Impact of Modern Visual and Oral Film Presentations. Whether yours is an Old | 
| Established House (with your product already a household word) or a Newcomer, the use of Motion Pictures in 


your Educational Program and in your Sales and Sales-training work will definitely enhance your opportunities 


has yet devised. | We are applying twenty-four years of professional production experience to the creation of 
documentary films, for unless your motion picture story can compete physically with the best Hollywood offers, 
it will suffer by comparison and will simply be branded an “industrial.” It is in Writing, Preparation and Direc- 
= | tion that a film is really made. But production “know-how’”’ is absolutely essential, too. We are combining all 
these separate crafts in every picture we produce. 





| 
| 
for success and, incidentally, mark you as among those who have chosen the most powerful appeal modern science | 
| 
| 








J 
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OPERADIO MANUFACTURING CO. PRESENTS THE NEW 





THE MOST DYNAMIC 
SALES AND TRAINING AID 
IN AMERICA TODAY! 





EXPLAINETTE IS DESIGNED 
FOR COMPLETE SERVICE 


e SALES TRAINING 

e POINT-OF-SALE SELLING 
e EMPLOYEE TRAINING 

e VISUAL EDUCATION 


EXPLAINETTE Gives you these Features! 


& # ) 
a ¢ ee Fm Attractive, functional design makes unit completely compact and portable. 
. ; , Matched amplifier and loudspeaker—designed by Operadio—embody new- 
’ =— est electronic features and insure excellent sound quality. EXPLAINETTE 
i) is easy to set up and operate . . . newly-developed film advance and unique 


“Thread-Easy” film guide simplifies operation. If you require easily-carried, 


_EASY TO SET UP AND OPERATE! - clearly-understood sound slide film equipment, engineered for small and 


medium-sized audiences... investigate EXPLAINETTE today! 


FOR COMPLETE INFORMATION WRITE DEPT. BU-8, OPERADIO MANUFACTURING CO., ST. CHARLES, ILL. 


oPERADIo 


Lylainette 


ea SOUND SLIDE FILM EQUIPMENT 
A COMPLETE, COMPACT PORTABLE UNIT!’ 





12 BUSINESS SCREEN MAGAZINE 

















ZG 








ae ™ 








TO ABOVE MAP 
Over 1,000 Projectors 


Over 500 Projectors 


Less Than 500 Projectors 








Modern’s 16mm Film Exchanges — Designed to Serve 
the Needs of Industry — Insuring Maximum Utilization of Your Films 


Strategically located film exchanges re- 


* duce to a minimum shipping time to and 


c 


J. 


from audience locations. 


Local personal contacts are made by ex- 
changes to develop all possible audiences. 
They are classified as to type and pro- 
gram requirements to meet your special 
needs. 


Preview facilities are available for edu- 
cators and program chairmen as well as 
your field organization, executives and 
customers. 


Write for complete details of 
Modern’s operations currently 


Each picture promoted separately to audi- 


a . . 
ences of your specification. 


J. 


b. 





Advance notices are rendered and signed 
attendance reports secured for each indivi- 


dual showing. 


Modern’s film exchanges offer the most 
efficient means of reaching more than 
30,000 equipped audiences today — 100,- 
000 audiences in the near future. 


applied to the specialized needs of 
more than 50 sponsored programs. 











MODERN TALKING PICTURE SERVICE, INC. 


Headquarters: 9 Rockefeller Plaza, New York 20 ® Chicago Office: 142 E. Ontario St., Chicago 11 





Film Exchanges for Industry 
Serving 30,000 16MM Sound Projector Uwners 





2D rium excuances 


Atlanta, Georgia 

Austin, Texas 

Boston, Massachusetts 
Buffalo, New York 
Cedar Rapids, lowa 
Chicago, Illinois 
Cleveland, Ohio 

Detroit, Michigan 
Harrisburg, Pennsylvania 
Indianapolis, Indiana 
Kansas City, Missouri 
Lexington, Kentucky 

Los Angeles, California 
Milwaukee, Wisconsin 
Minneapolis, Minnesota 
New Orleans, Louisiana 
New York, New York 
Omaha, Nebraska 
Philadelphia, Pennsylvania 
Pittsburgh, Pennsylvania 
Raleigh, North Carolina 
Richmond, Virginia 

St. Louis, Missouri 

Salt Lake City, Utah 
San Francisco, California 
Seattle, Washington 










CWS Sense 





seve the ability to film fast-moving 
cvends where retakes ane smpossible / 


The filming of the Indianapolis 500-Mile Race (in full color) and the Detroit Golden 
Jubilee were not easy assignments, but with special facilities our camera crews shot these 


“no-retake™ stories ... and our editors quickly prepared the finished pictures for release. 


It frequently becomes necessary to catch important events or industrial activities on short 
notice. That is where the “news sense” and long newsreel experience of our staff offers 


a plus value...not only on location but also in the editing and completion of the film. 


News sense is part of the Sound-Masters tradition . . . part of the special service which 


we offer to you. 





Sound Masters, Ine, ree 





165 WEST 46TH STREET—NEW YORK 19...3010 BOOK TOWER — DETROIT 26 
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HE AUDIENCE IS THE THING... 
it is the “boxoffice” of the factual film 
and the fundamental behind all prob- 

lems of production, planning and film pro- 

curement by business and industry. 

In this group-minded nation of ours, there 
are many kinds and classes of audiences wait- 
ing for innumerable types of badly needed fac- 
tual films. 

How far can a film go... how many audi- 
ences and over what span of time . . . does 
its effective range cover? A particular film 
may be worthy of worldwide showing: it 
deals with a problem common to China, Rus- 
sia, India, Europe and the American conti- 
nents. Different factors of audience interest 
will be encountered but many of them can 
be resolved in the changing verbal sound 
tracks; translated into as many languages as 
the countries which the film may serve. 

THE POTENTIAL Is WORLDWIDE 

Army, Navy and OWL informational films 
encircled the globe. Foreign language sub- 
jects “sounded” in New York City were sent 
to Brazil, India, China, Russia, Egypt, Jugo- 
slavia, Arabia and others of the allied govern- 
ments. Similarly, postwar films in the field of 
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foreign trade, industry, human relations, and 
broad areas of public education may help to 
cement international ties as no other medium 
has yet succeeded in doing or could do half 
as well. 

HONESTY IS THE ONLY POLICY 


Audience acceptance presupposes absolute 
accuracy of content, quality of screen presen- 
tation and relative merit of subject matter. 

Accuracy of content has been mentioned; 
fairness and impartiality are vitally important 
for the screen is a powerful medium and any 
shading of viewpoint will stand out in bold 
relief and reflect with discredit upon the 
sponsor. But the other great responsibility is 
toward the entire phase of planning in the 
first phase of production. 

Iwo basic rules govern the use of industrial 
and commercial films: (1) Distribution, the 
use, of any film must be fully planned before 
production is begun. It is essential to the 
writer, to the director and to the eventual dis 
tributor as it is to the sponsor to know where 
the film is intended to go before the picture 
is actually in,any phase of production. 

(2) The full latitude of the potential audi- 
ence must be understood before distribution 











can be really effective. But the “all purpose” 


film is most likely to fail. Films must be 
rifle-aimed; a shotgun treatment of any sub 
ject will fall short of a good part of the audi 
ence. Similarly, a film designed for salesmen 
will not serve a school audience; nor should a 
film intended for dealers be tried out on the 
public just because the prints are on hand. 
The audience is waiting .. . and it is eager 
for factual films about your new products, 
your new basic materials, their new uses and 
also about the many problems of our complex 
economic and social postwar world with which 


all of us are concerned. It is this very eager 


ness and enthusiasm of schools, clubs (OvER) 











INDUSTRIAL AUDIENCES 





OuTpooR FACTORY sHows, where the weathe) 


permits, are a means of providing employee 


recreation, safety, morale and guidance. 


ey 


a c.f 
SS i 





PLANT SHOWINGS in the cafeteria, rest- 


INSIDI 


rooms o7 plant auditoriums are convenient 


and help to promote better labor-management 


relations, 





ON THE JOB SHOWINGS in plant aisles and other 
factory locations may be held at recess periods 
or lunch hours, using shadow-box screen. 





SKILL AND SAFETY EDUCATION are other pro- 


gram subjects for employee showing in the 


plant. Their value is well recognized in 


the production results attained. 
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FROM THE PREVIOUS PAGE) 
groups, labor groups and thousands of similar 
audiences which are the backbone of America 


(CONTINUED 


that so often leads to the screening of unsuit- 
whereas careful preparation of 
material 


able films 
and preplanning of good screen 
would increase the power and scope of the 
medium to the good of both sponsor and 
audience. 

Hundreds of report cards are received from 
program chairmen, heads of organizations, 
etc., after audience groups have seen from 20 
to 45 minutes of screen material. They begin 
to explain a little of the power of the medium. 
It serves to explain why it is worth the time 
and effort and thought required to put to- 
gether a film worthy of your company’s name 
and reputation and worthy of being exposed 
to these millions of people for such long pe- 


riods at each and every showing. 


INDUSTRY KNows Goop FILM VALUES 

Industry does not doubt the effectiveness 
of films. Most present sponsors understand 
that effective films are good films produced by 
experienced, well-equipped companies who 
specialize in the industrial or commercial- 
educational medium. The “living cells” of 
companies are put before the audience on a 
large and lighted screen and no effort or cost 
should be spared on wasted to make that pres- 
effective. But 


about distribution and its cost? 


what are the facts 
Where do 
films go and how much does it cost to get 
them there? Part II will cover this in detail. 

Here is one table of actual statistics collected 


entation 


and verified on types of audiences secured by 
a number of different types of sponsors. 


TYPICAL SPONSOR CASE HISTORIES 


lyre or CLIENT BOOKINGS ATTENDANCE 


NON-THEATRICAL 16MM AUDIENCES 


4 Raw Material Mfr. 7,773 1,814,383 
B Auto Mfr. 1816 1,291,270 
C Drug Mf 1,046 224,615 
D Mfr. of Electrical Goods 5,429 1,006,218 
E Soap Mfr 1,184 292 466 
F Watch Mfg 2,829 654,749 
RuraAL THEATRELESS TOWN 16MM AUDIENCES 
\ Raw Material Mfg 527 215,291 
B Auto Mfg. 932 143,016 
C Midwestern newspaper 1,193 993,025 
D Mfr. of Farm Machinery 918 746,773 
E Electrical Mfr. 182 210,773 
F Lumber Products Co 1,078 890,525 


THEATRICAL 35MM AUDIENCES 


\ Raw Material Mfr. 6,727 11,307 602 
B National Trade Assn. 1,163 9,825,077 
( Trade Assn 3,963 9,720,996 
D Milk Assn. (1 state) 654 2,795,285 
FE Oil Company (29 states) 1,476 3,823,921 
F Lumber Products Co 3,000 5,604,314 
CLuB AUDIENCES 
\ Electrical Mfr. 5,150 651,075 
B Liquor Mfg. Co 8,056 869,595 
C Electrical Mfr 12,650 2,658,562 
D Lumber Products Co 1,013 218,996 
E Oil Company (29 states) 1,195 135,290 
F Food Products Co. 180 65.279 


@ Now how about the methods of reaching 
those audiences? Briefly, the commercial serv- 
ices available for getting your film into the 
field are threefold: 

1. Tue “Liprary” Metuop of distribution in 


which films are shipped to requesting groups; 
usually to projector (16mm sound) owners in 
business, club, church or educational outlets. 
There are now more than 30,000 16mm sound 
projectors owned by such groups in the U. S. 
Of this number approximately 17,000 are in 
high schools and colleges or metropolitan 
city school systems serving both elementary 
and secondary schools. The remainder are 
fairly well divided between industrial and 
business groups, associations, dealers, clubs, 
lodges, churches, county agents and other 
group audience representatives. 

Films are offered to such outlets by mail 
promotion and the demand for good subject 
matter is very large; showings per print will 
vary but as many as two or three or even 
more showings per week ‘can be achieved by 
these experienced distributors through keen 
knowledge of local outlets and “circuiting” 
when conditions permit. Branch offices main- 
tained by national services reduce the time 
required for shipment and return of prints 
and increase the number of showings. For the 
most part litthe damage is encountered but 
good inspection of every shipment is main- 
tained with rigid supervision so that every 
audience possible is assured of a good per- 
formance. This is most essential. 

This field will increase in scope as projec- 
for manufacturers deliver the 
backlog of school and industrial projector or- 


tremendous 


ders as well as those going to clubs, communi- 
ty groups, churches, and other buyers. 
PROJECTION SERVICE FOR SELECTIVITY 
PROJECTION SERVICE, with operator and 
projector supplied by local licensees or dis- 
tributors aligned with national 
to reach selected audiences where 
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services is 


nec essary 





2,000,000 Club Women 
Wield Vast Influence 


@ 15,000 local women’s clubs 
throughout the United States and a 
large number of such groups in Can- 
ada provide a most important outlet 
for sponsored film programs. Subject 
matter ranges from social problems to 
home economics pictures but the la- 
dies are a large and interested audi- 
ence for good business films. 

The General Federation of Wom- 
en’s Clubs has an active interest in 
films of all kinds, particularly those 
which contribute to better under- 
standing of world and domestic prob- 
lems listed on its agenda. 
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owned equipment is not available. Such serv- 
ice is very effective, widely available through- 
out the United States, and is indispensible 
in bringing films to special dealer meetings, 
conventions, influence groups and to specified 
consumer groups such as a_ predetermined 
number of women’s clubs, men’s organiza- 
tions, trade groups, etc. You pick the exact 
type of audience desired and if there is the 
barest existence of group organization 
that audience will be reached at a specified 
time with a fully professional screening of 
your film. 

THEATRICAL DISTRIBUTION OUTLETS 
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3. There is a third and very sizeable au- 
dience available through the regular theatrical 
channels. Upwards of 12,000 movie theatres 
show commercial film subjects ranging from 
the familiar “Minute Movie” screen ads to one 
and two-reel public information subjects. Here, 
again, quality of production is one measure 
of the total audience available. Experienced 
distributors of such films have learned that 
films of real audience interest are essential to 
the theatre distribution channel; they have 
not proven objectionable in the neighborhood 
theatre and they have been shown in such 
places as Radio City Music Hall when the 
subject matter was deemed of unusual public 
interest. 

Minute Movies are sold at regular rate card 
rates as an advertising medium and the thea- 
tre owner is paid for showing them; one and 
two reel subjects are offered through regular 
theatrical exchange channels on a voluntary 
basis and not paid. The theatre owner is the 
sole judge of their acceptability and the fact 
that he has so often accepted good subjects 
of this kind is evidence of the high standards 
4% production attainable and the public in- 
terest of many subjects. The entire medium 
is a proving ground for television, particular- 
ly in this area of public distribution. The 
same standards of audience acceptability and 
problems of production will carry over into 
your planning for television. 


DiIsTRIBUTION AUTHORITY 1S CITED 


@ One veteran official of a long-established 
commercial distribution service has some 
practical, common-sense thoughts to offer the 
prospective sponsor: 

“No company or organization is warranted 
in producing a motion picture until it has 
first given serious consideration to its use and 
distribution. In other words, it is foolish to 
put the cart before the horse. 

“There are three factors that must always 
be taken into consideration in the production 
and distribution of a motion picture. These 
are (a) the cost of production, (b) cost of 
prints, (c) cost of distribution. 

“There are several types of distribution 
available. But each type is dependent upon 
the field for which the film is intended. As an 
illustration, if it is a food picture or one suit- 
able for home economics and women’s groups, 
it is possible to obtain a one million audience 
per year in this field for a three year period 
by filling audience requests.” 

Ihe great demand for sponsored films to- 
(CONTINUED ON THE NEXT PAGE) 
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BUSINESS AND SERVICE CLUB GROUPS totaling a million and more members frequently use inform 
ative, educational films for luncheon and evening program fare; special club events. 


RURAL AUDIENCES ARE INTERESTED in factual pictures, but they also like programs with entertain 
ment content, wholesome family interest appeal 


, and good screen quality. 


COMMUNITY FORUM MEETINGS in urban and rural centers, churches and lodge halls provide a 
ready outlet for honest, factual reports on current problems, suitable for group discussion. 











Departme nt stores feature product films. 


DISTRIBUTION STANDARDS 


(CONTINUED FROM LHI PREVIOUS PAGE) 
day has lent added significance to the prob 
lem of adequate prints, From two to three 
hundred prints are now desirable for sub 
jects with a general mass appeal where the 
audience should be reached in a compara 
tively short space of time, Note this: 

‘It is safe to figure that one hundred prints 
are required for every one million audience. 
Although we most often think of the million 
audience, it is possible to obtain a two, three, 
four, or five million audience— but the vol 
ume of audiences which can be obtained ts de 
pendent entirely upon the pulling power of 
the picture itself. For instance, there is a vast 
difference between a picture designed for the 
home economics field and one that has gen 
eral audience appeal. The former we estimate 
is good for a one-million audience whereas 
the latter has possibilities of reaching from 
three to five-million.” 


Facts Apout RurAL AUDIENCES 
@ Road-showing of sponsored films com 
bined with 16mm recreational programs has 
increased hugely in this first postwar year 

Here again careful study must be given to 
this type of distribution. These shows ar¢ 
held in communities in which there is no 
theatre which reveals the fact that they are 
small. 90°, of them are located in rural 
areas, but these shows draw their audience 
from an area of ten to thirty square miles, It 
is not unusual in a small community of about 
two hundred filty people to have an audience 
running from six to eight hundred persons. 

An important fact that must be remem 
bered, in this type of showing, is that your 
film is part of an entertainment program. ‘The 
value of this type of showing depends in a 
large measure on the market the sponsor de 
sires to reach, Commercial distributors urg« 
every concern that is contemplating the pro 
duction of a motion picture to first make an 
analysis of the market it desires to reach and 
then confer with some company that is thor 
oughly familiar with business film distribu 
tion. /t is a field vastly different from that of 
the entertainment theatre. 

“The agricultural field, of course, repre 
sents a huge market and of the 3,083 county 
farm agents approximately 159, posse ss ol 
have access to a 16mm sound projector. This 
market represents the farm family and is nat 
urally a huge buying market. It is the custom 
in this field for the county agent to use a film 
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Travel films have a wide audience appeal. 


for a two or three week period, exhibiting it 
at rural center meetings,” according to this 
distribution authority. 

\ commercial film distributor has recently 
surveyed the county agents and supplies these 
interesting facts from first incomplete analysis: 


SURVEY OF COUNTY AGENTS 
WITH AND WITHOUT Il6mm PROJECTORS 


No. of Number Have Have Access 

State Co. Agents Reporting Projectors to Projector 
\labama 66 2 : i 
Arkansas 71 26 9 16 
California 13 15 if) 6 
Colorado 13 23 15 7 
Connecticut 7 l l 
Delaware 5 2 2 
Florida 59 15 7 7 
Georgia 138 13 26 9 
Idaho $2 1 | 2 
Illinois 96 27 22 5 
Indiana 92 12 22 16 
Iowa 9] 38 $2 8 
Kansas 92 39 11 23 
Kentucky 121 12 ll 29 
Louisiana 64 12 6 1 
Maine 13 6 6 
Maryland 24 i) 2 3 
Massachusetts 12 3 } 
Michigan 76 29 10 16 
Minnesota 87 HH 26 16 
Mississippi 8&5 34 19 13 
Missouri 107 15 24 17 
Montana 530 6 2 1 
Nebraska 70 24 10 ll 
Nevada 13 1 i] l 
New Hampshire 12 2 2 
New Jersey 20 6 5 l 
New Mexico 31 14 7 5 
New York 55 18 10 9 
N. Carolina 98 33 10 a | 
N. Dakota 12 15 9 6 
Ohio R3 17 6 11 
Oklahoma 76 20 10 5 
Oregon 36 1] 8 2 
Pennsylvania 65 18 1 12 
Rhode Island 3 
S. Carolina 17 20 | 8 
S. Dakota 15 1] 1 1 
Tennessee Os 12 30 9 
Texas 226 52 17 26 
Utah 26 9 5 5 
Vermont 14 2 2 
Virginia 101 28 6 16 
Washington 37 7 2 i 
W. Virginia 14 16 9 5 
Wisconsin 69 34 28 6 
Wyoming 20 10 5 5 

2.781 936 175 373 


Your Own Business SHOWINGS 
@ Many concerns manufacture products of a 
highly specialized nature of interest to special 


groups within their own market field. Should 
such a firm produce a motion picture on its 
products, the logical procedure to follow is 
to promote its own meetings, but to have an 
experienced film distributor take care of the 
physical handling and distribution of the 
picture. 

Its sales representatives should promote the 
meeting and send full information regarding 
time and place to the distributor who in turn 
sees to it that complete projection equipment 
is provided for the meeting. In case a 16mm 
sound projector is made available, the distrib- 
utor may provide only the film. This relieves 
the sales manager and his representatives of 
a considerable amount of grief and worry. A 
firm cannot expect a.salesman to put in a full 
day and then go through the nervous tension 
of projecting a sound motion picture at some 
meeting in the evening. It just doesn’t work 
that way, at least not if you want real film 
results. 

Now WHAT ABOUT THE Cost? 
@ Charges for the library form of distribu- 
tion are made in several ways: one commercial 
distributor charges a flat per showing fee, an- 
other bills on a per capita basis for audiences 
reported by a group representative. A third 
method is the flat annual charge for maintain- 
ing a film in the library, subject to loan by 
groups promoted by direct mailings. 

Costs of projection service where operator 
and equipment are furnished now averages 
$20 per showing on a nationwide check. The 
cost of distribution must be measured differ- 
ently from other media: films average more 
than 20 minutes screening time each. What 
medium can claim that much undivided read- 
er attention? These factors, case histories of 
successful programs and other data will be 
thoroughly reviewed in the next issue. 

(PART TWO WILL APPEAR IN THE SEPTEMBER 


ISSUl OF BUSINESS SCREEN MAGAZINE) 





The Theatre Audience 


and “Dark Hour” Shows 
@ 18,000 movie theatres in the U. S. 


ring up more than 85,000,000 admis- 
sions each week. This vast audience 
can be reached by top-notch factual 
shorts with real audience appeal; by 
purchased screen time via “Minute 
Movies” and also by sponsor rental 
of theatres during “dark hours” of 
the morning or afternoon before the 
regular performance. 
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WORLD-WIDE DISTRIBUTION AWAITS GOOD AMERICAN BUSINESS FILMS 


Foreign Trade Follows the Film 


by Albert E. Hemsing 


here is a hum of activity in the air. A 

tractor concern is to sponsor a film on 

the principles of scientific farming— a 
boon to China, India and the Near East; 
an automobile manufacturer’s films are de- 
signed for use in science classrooms through- 
out the world; a drug producer will help 
improve nutritional practices in South Amer- 
ica; an airline will further understanding 
between peoples with its films about the face 
of America, and so on. 

Whence have come these films made by 
private sponsors in the public interest? And 
where have the old advertising films as we 
knew them gone? 

\s much as ever, these new films are in- 
tended to sell goods and services, but their 
sponsors have evolved plans for public serv- 
ice films on the basis of studies of audience 
and an understanding of the wonderful po- 
tential of the medium. ‘They found that 
many of the old fashioned selling films with 
their quick panorama of the plant and rapid 
fire sales talk would no longer do—particu- 
larly abroad. The new films carry the mes- 
sage of their sponsor successfully because 
they are geared to the needs of their audi 
ence. And this concern for the audience and 
its problems is in the best tradition of the 
documentary film. 


The Film Is a Good Salesman 

Ihe power of the film to train, to educate, 
and to move to action is not startlingly new. 
On the documentary side, it was amply dem- 
onstrated during the war; and on the in- 
ternational scene, the Hollywood film, quite 
unwittingly, has for years now been our best 
salesman. The peoples of the world who saw 
our clothes, refrigerators and automobiles 
wrapped in the glamour of Hollywood pro- 
ductions, naturally left the movie houses 
with a preference for American products. 

This influence of Hollywood was early 
recognized by sociologists, politicians and film 
makers. Soon after the first world war some 
of them determined to use the vigor of the 
screen purposefully. They decided to train 
the camera on reality. So they made films 
about housing and social welfare, films on 
industrial processes, and films for the educa- 
tion of the young. It was the documentary 
film makers who explored these subjects for 
the enlightenment of all. Because the ad- 
vertising or institutional film too dealt with 
one of the great realities of our time—the 
world of industry and commerce—they con 
cluded that to be successful, it had to de- 
lineate the relationship between man and the 
machines he has organized for a better living. 

Present-day sponsors of the advertising film 
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(ABOVE) A scene from OWT's “The Cowboy 


find themselves at the same juncture of under- 
standing. The more far-sighted commercial 
interests are beginning to examine purposes 
more closely. How many of the sponsored 
films being made in ever increasing numbei 
will really do a job? 

What are the actual conditions which ob- 
tain abroad and how must they shape the 
advertising or public relations film? ‘Two 
factors stand out: first, thriving foreign trade 
depends on world-wide economic — health. 
Second, the sale of American products abroad 
depends, in a fundamental sense, on the pro 
tection and enlargement of the existing fund 
of good will towards the United States. 

Large populations need still to be brought 
within the orbit of the twentieth century. 
In the war-devastated areas, normal living 
must be reestablished, industry and commerce 
reborn. But films made in terms of selling 
product X as against product Y won't do the 
job. What is needed is an honest sharing 
of the best aspects of our national well being. 


Pictures Must Be Well-Aimed 

Consider the absurdity of trying to sell 
some of the South American Indian groups 
on the virtues of a fancy stall shower before 
establishing the entire culture complex of 
hygiene and sanitation. Aimed directly at 
such health education for rural Latin Amer- 
ican groups is the film Water, Friend or En- 
emy, produced by Walt Disney at the request 
of the Office of Inter-American Affairs. ‘The 
film explains the need for a pure water sup- 
ply and gives specific instructions on hy- 
gienic wells and sanitary waste disposal. This, 
and many films like it, have been sponsored 
by our government. But government can only 
point the way. Industry must be prepared 
to exploit such Opportunity not as a benevo- 
lence, but as shrewd business practice. 

In line with creating a better understand- 
ing of the United States abroad, another film, 


Cowboy, comes to mind. Typical of the OWL 
Overseas Motion Picture Bureau productions 
during the war, this film dispels the dime 
novel illusion of the gun-totin’, injun fighter 
of Wild West stories. It substitutes for this 
stereotype the true picture of the western 
cattleman as a progressive, skilled food pro 
ducer of world importance, whose efforts 
helped win the war. 

Over fifty films such as Cowboy are in ci 
culation abroad in as many as_ thirty-two 
languages each, They have reached an esti 
mated audience of 500 million in theatres 
and at 16mm showings. In England the audi- 
ence for documentary films outside the theatre 
is in the neighborhood of 700,000 monthly. 
Down in South America, the OIAA’s l6mm 
screenings and mobile unit showings reached 
over 80 million by the end of 1945. 

With the present urgency for an honest 
projection of America, it seems likely that 
government will have to continue to sponsot 
and distribute such films abroad. But we can 
also take heart in the present plans of some 
of the commercial sponsors; and that then 
public service films will secure the very widest 
showings is certain. 


Clear Channels for Distribution 


The channels for the distribution of such 
films are becoming increasingly clear; U.S. 
Government distribution through embassies 
and missions abroad, theatre showing in 


‘countries where theatrical shorts run more 


to the informational type, and certainly dis 
tribution through agencies of foreign govern 
ments (most of whom are planning mass 
education programs through film). And soon 
the avenues for film education of the United 
Nations must also be taken into account 
The audience for non-theatrical films_ is 
limitless. It exists wherever groups of 
people meet to talk, think, work o1 pass the 
time of day together. The demands of these 
audiences are simple. The people everywhere 
want to know what the brave new world will 
mean to them, in terms of the homes they will 
live in, the food they will eat and the tami 
lies they will raise; and incidentally, in terms 
of the possibilities for peaceful and secure 
living with their fellow men in all the other 
nations. When the films sponsored by Amer 
ican business and industry give answer to 
these questions, they will be successful films. 


Scene from “Water, Friend or Enemy” 
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PICTURES AND 


THEIR PRODUCERS IN THE NEWS THIS MONTH 


New Films Reflect National Problems 


ICTURES OF THE MONTH were clos¢ 
to the national problems and to_ the 
world food problem as well. ‘Themes 
were as wide and varied as usual with empha 
sis on public and human relations. Produc 
tion for job and sales training was going on, 
however, and in the huge Detroit and Chicago 
studios of such industry specialists as the Jam 
Handy Organization and Wilding Picture 
Productions, there was real activity in thes¢ 
fields for many business clients 

Notable in the news of programs in the field 
was the successful field showing job done by 
Ford-Ferguson (see September BusiNess 
ScREEN) with Taking Sides With Nature and 


Flexible Farming, both Wilding productions 
Visual Appeal for Aid to Children 


@ The Save The Children Federation has 
announced the release of Children of Trag 
edy, a two-reel film based on the desperate 
need for help in saving the children of Europe 
and rehabilitating the European school sys 
tem. 

Directed and produced by F. Herrick Her 
rick, who heads Visual Arts Corporation, 
the film stars Charles Boyer, well known Hol 
lywood star and Dr. Howard Kershner of 
the Save The Children Federation. 


@ What are the “best pictures” of the past 
year, 1945 to 1946? In September, Business 
SCREEN resumes a prewar selection of outstand- 
ing commercial-factual films with a series of 
nominations. Both producers and sponsors 
may submit either films or briefs for this 
special feature. Business Film Awards will be 
made from these nominations by a distin- 
guished jury of advertising, sales and public 
relations executives. 


Calvert’s “Clear to the Top” 
Carries Theme of Moderation 


* To intensify its campaign to promote mod- 
eration in drinking, CALVERT DisTILLeRs Cor- 
PORATION has released a motion picture that 
brings home vividly the message of modera- 
tion with dramatic and believable human in- 
terest. Woven into the plot of the movie, en- 
titled Clear To The Top, is the message that 
those who do drink should drink moderately; 
and, through frank presentation of fact, the 
picture demonstrates how to drink wisely. 


SHOWN AT NATIONWIDE DINNERS 
Following its “world premiere” in Los An- 
geles on June 6, at a dinner tendered by his 
associates to W. W. Wachtel, marking his 


Star and director confer on commercial: Charles Boyer, star of stage and screen confers with F. 


Herrick Herrick, director of Visual Arts production “Children of Tragedy,” new two-reeler. 
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tenth year of association with Calvert, the 
film was shown at similar dinners tendered 
to Mr. Wachtel in Chicago on June 13 and 
in New York on June 20. 

“This picture,” said Tubie Resnik, Gal- 
vert’s vice president and general sales man- 
ager, “is actually a continuation, through 
movie dramatization, of an educational pro- 
gram carried on by Calvert for years from 
the rostrums of civic, social and _ fraternal 
groups across the country. It depicts, as could 
no word-of-mouth presentation, the expres- 





Recis Toomey stars in the new Calvert film. 


sion of Calvert's sincere belief that the promo- 
tion of moderation is in the best interest of 
the community and of the industry. 

“Following its presentation at our series of 
dinners to honor Mr. Wachtel, the picture 
will be made available to all Calvert distrib- 
utors and salesmen for private showings be- 
fore civic, fraternal and educational groups 
throughout the country.” 


Tor PRODUCTION AND CASTING 


Produced in Hollywood by Roland Reed 
with a cast of Hollywood stars, Clear To The 
Top is a one-reel dramatic sketch of the strug- 
gle of a young married couple to make good 
as a dance team. The picture’s cast includes 
Regis Toomey, Joan Woodbury, Stephan Bar- 
clay, James Bush, Harry Tyler, Harry Shan- 
non, Eddie Kane and Ben Taggart. 

Chicago review of Clear to the Top with 
Calvert Sales Promotion executive Zenn Kauf- 
man confirmed the top production job by 
Reed. The film skillfully weaves in a trip 
through a Calvert distillery in bringing out 
facts little known to the public about these 
products. 

Questionnaires based on audience preview 
cards and interviews clearly revealed educa- 
tional results through use of the film. For ex- 
ample, a total of 44 answers to the question 
“What Did You Learn from the Film?’ re- 
vealed that 19 learned what grain neutral 
spirits meant, a key point in the picture. 

Calvert will show the film through its own 
sales and personal relations contact organi- 
zations using company-owned l6mm_ sound 
projector equipment, These showings are 
supplemented by regular projection services. 
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Harold E. Wondsel, President of Sound Masters, Inc., and Milton Dr. Kendall Emerson, Dr. Charles E. Lyght, Dr. William Sheppard, 


D. Kramer, NYU educator, pictured at “Behind the Wheel” premiere. 


“Behind the Wheel” Is Released 
for Safe Driving Campaign Shows 





@ Behind the Wheel, a three-reel sound mo- 
tion picture produced for the General Motors 
Corporation by Sounp Masters, INC., has re- 
cently been completed. 


This black and white film carries a mes- 
sage to all driving beginners and explains the 
many rules and regulations which must be 
observed and understood before expert driv 
ing ability can be achieved. It places strong 
emphasis on the fact that driving requires 
the same skills and coordination as any sport- 
ing event or physical activity, 

Phis film was previewed at a special lunch- 
‘on in New York’s Hotel Roosevelt, recently, 
where a direct tie-in was made with the cur- 
rent National Safety and Driving Campaign 
and the New York University Driver Train- 
ing Program. Present at this luncheon were 
members of the Insurance Casualty Group, 
Greater New York Safety Council, National 
Conservation Bureau, Center for Safety Edu- 
cation, members of the Public Relations De- 
partment of the General Motors Corporation 
and executives of Sound Masters. 


| Briefs About New Pictures of Note 


| 
| 
| 
— — 


@ The National Tuberculosis Association’s 
new motion picture, This is TB was premiered 
in Buffalo recently by officials of the national 
health group (see picture right above). Pro- 
duced by Emerson Yorke Studios, the new 
short is the second of a series in the Tuber- 
culosis’ public education program. It will be 
released nationally in both the theatrical and 
educational fields. 


@ Clean Waters, new 16mm sound and color 
motion picture produced for the General 
Electric Company by Raphael G. Wolff, in co- 
operation with the United States Public 
Health Service, is now available for showings 
to civic organizations and other groups. Film 


or 


runs 27 minutes. Bookings can be made 
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incoming President 


through local utility companies or G.E. ap 
paratus sales ofhces. 


@ A new 25-minute sound film describing 
the Veterans Emergency Housing Program 
titled Homes for Veterans has just been re 
leased by the National Housing Agency, NHA 
offices can provide the film or information 
concerning distributors handling prints. 





Illinois Central System Trains 
Dining Car Personnel Via Films 


@ Increased efficiency in all phases of din- 
ing-car routine is being effected through the 
use of sound films by the Illinois Central Sys- 
tem, according to N. L. Patterson, general 
superintendent of dining service for the rail- 
road. Waiters, cooks, stewards, and other din- 
ing service personnel periodically are brought 
into the permanent commissary school here, 
where a simulated dining car and Filmosound- 
equipped auditorium facilities afford ideal 
surroundings for comprehensive training. 
Supplementing this headquarters project, a 
regulation dining car is fitted out with Filmo- 


sound and screen and routed to key cities on. 


the line for use as a portable schoolroom. By 
means of this up-to-date audio-visual educa- 
tion program, the railroad feels, a majority of 
commissary employees receive effective train- 
ing in the shortest possible time. 


William Ross, NTA officials at premiere. 


Color and Animation Combined 
in Better Light & Sight Program 


@ The glamour of Technicolor and the Dis 
ney cartoon technique have been employed 
in the 1946 program of the National Better 
Light-Better Sight Bureau to dramatize th 
latest scientific facts of sight protection with 
modern lamps and lighting fixtures. The 
result is a blend of humor, drama and 
thought provoking facts that explain the 
fundamentals of seeing and lighting, and the 
need for better light, in a way never before 
as effectively visualized. 


Entitled Light Is Whet You Make It, the 
new film is part of a complete package that 
includes colored charts with lectures, news 
paper advertising, direct mail, a consume 
booklet and a meeting manual, all built 
around the film and using the inimitable Dis 
ney illustrations. The package is best used, 
according to the Bureau’s suggestions, for 
meetings of any duration, but preferably 
about an hour. The film, coupled with an 
illustrated chart talk—and all material fon 
the latter is available—and a question and 
answer session on seeing conditions in homes 
and places of business, will put over the 
basic information on lighting that starts cus 
tomers thinking of enjoying Better Light fon 
Better Sight in their own surroundings. 


FiLM PRESENTS COMPREHENSIVE STORY 


Available in 16 mm, for standard sound 
projectors, with a running time of ten min 
utes, Light Is What You Make It covers the 
basic facts of seeing, and how artificial light 
can help or hinder the eyes. Comparing the 
eye with a camera, the movie points out 
that good light is just as important to the 
eve in comfortable seeing, as it is to the cam 
era in taking a clear, sharp picture. 

The magic of cartoon artistry allows the 
audience to look into a pair of eyes at work, 
and for the first time understands the mus 
cular energy used up in ordinary reading 


(PLEASE TURN TO PAGE FIFTY~-TWO) 


21 











Training in Human Relations 
for the Retailing Profession 


by Evelyn Stafford Brannon 


N THE RETAILING FIELD where com 
petition keeps quality of merchandise, 
selection and price practically equalized, 

the reputation of the retailer as a public 
service is his margin of leadership. If this has 
been true in the past, it will be even more 
true in the retailing situation of tomorrow 

\ store’s reputation as an institution ol 

public service depends upon the success ol 
its customer-employec relationships. Institu 
tional advertising and promotion are hollow 
when not backed by performance of stor 
personnel. It is hard to conceive of discontent 
ed and ill-informed personnel treating the pub 
lic professionally. Good customer relations can 
only be built upon good employee relations 
\s alert stores across the country have recog 
nized, the prime opporunity for leadership is 
to be found in the realm of improved human 
relations among retail sales people. 


Human Relations a Matter of Attitudes 


relations 
PRAIN 
gut it calls for training in a different 


The improvement of human 
among retail sales people calls fon 
ING. 
sense than the usual procedural training 
Human relations is not a matter of procedures. 
It is a matter of attitudes and orientation. It 
is a matter of the composure of the individual 
operating in an atmosphere of good will and 
security. 

\t Crowley's we have taken the position 
that the first requirement for the broad dé 
velopment of human relations in the store is 
that we have good material to work on 


SELECTION ol personnel 1S 


itself. If we assume that the personnel we ar 


a subject inh 


working with is of good quality, then the direct 
program breaks down into simple elements 
1. Individuals in jobs for which they are best 


suited 


Provided with enlightened supervision 
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}. Properly oriented and trained. 
1. Given opportunity to use capabilities to 
the fullest. 

Recognizing that a human relations pro 
gram must be related to a_ public service 
philosophy, it is the function of the Public 
Relations Department to supervise scientific 
aptitude and 
testing procedures for the Personnel Depart 


comprehensive psychological 
ment to use in the proper placing, training 


and upgrading of employees at Crowley's. 
Modern Psychology Used in Training 


The utilization of modern tools under the 
direction and counsel of experts in the psv- 
chological field is applied to this portion ol 
the program. 

The development of enlightened  super- 
vision also calls for the employment of scien 
tific assistance. Here the psychologists work 
closely with top management to guide and 
check the progress of supervisors and candi- 
dates for supervisory assignments. 

The critical element—and most fertile op- 
portunity for improvement—is the direct train 
ing of sales personnel. At Crowley's we believe 
in the formula, “Knowledge begets Confi 
dence, Confidence begets Enthusiasm, Enthu 
siasm moves the world”. Consequently ow 
training methods are constantly being ex- 
amined fon possible improvem« nt. 

We have discovered that the experi neces ol 
the automotive and appliance industries, (and 
the experience of the armed forces) , in visual 
training can be applied to such localized 
operations as department stores to great ad 
vantage. We have made the best use possible 
of films prepared by the anutacturers of out 
merchandise. The varietv of such films ha 
been interesting and helplul. We have seen 
much merit in some of the general sales train 


ing material on the market. But none of thes« 


visual training tools got directly at the prob- 
lems of human relations in a department 
store striving for a sound reputation as an 
institution of public service. 

A New Field for Visuals Discovered 

Moreover, we discovered that other large 
department stores were in agreement with us,— 
there was no specific application of visual train- 
ing on the philosophy of selling peculiar to 
our type of retailing. 

With our emphasis on scientific modern 
training tools, the situation was a challenge. 
[he result of our efforts to meet the challenge 
has been the preparation of a complete Train- 
ing Course in Human Relations for Retail 
Sales People in cooperation with prominent 
stores across the country. 

The Be Helpful taining course, as it is 
called, is built around five sound slidefilms. 
The five films make up a serial story concern- 
ing real-life department store sales people. Into 
their story is woven the elements of a modern 
retail selling philosophy and the important 
related selling techniques. ‘The demonstrations 
are made and the points are put across by 
avoiding the “illustrated lecture” approach 
and making the maximum use of empathy, 
(audience participation) . In practice we have 
found “instruction acceptance” at a much 
higher level when the here’s-your-spinach-now- 
cat-it factor is removed. 

New Quiz Technique Developed 

\s provided in the Meeting Guides for this 
program, discussion of the highlights from 
each film is conducted while the film is re-run 
without its accompanying sound. At each 
meeting the trainee receives a Clue Book, an 
abbreviated review booklet providing a com- 
plete refresher or “take-it-home” based on the 
film-du-jour. At the last of the series of five 
meetings when the trainee has seen five films 
and received five Clue Books, an easy, written 
Quiz is handed out, to be answered away from 
the meeting room. The Quiz makes no pretense 
at testing anv knowledge the trainee may have 
absorbed. It is designed to make sure the 
trainee has mulled over what he was exposed 


(PLEASE TURN TO PAGE FORTY-ONE) 





EVELYN STAFFORD BRANNON is the 
Director of Public 
Crowley's, Detroit retailer. 
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SIMPLE, PORTABLE AND EFFECTIVE FOR MANY 


BUSINESS USES 


Sound Slidefilms At Your Service 


Back from the wars, these highly useful audio-visual 


tools have a real place in the business film program. 


SKED TO CITE whether he preferred 
motion pictures or slidefilms in his 
company’s film program, one top exec- 
utive in charge of audio-visual activi- 

ties replied: 

“There is no question of preference or any 
real comparison between these two media. 
Each has its separate and distinct place in film 
activities. We wouldn't attempt to use a 
sound slidefilm where a motion picture is 
clearly indicated by the nature of the subject 
matter; neither would we use a motion pic- 
ture when a sound slidefilm can do the job 
more effectively. 

“For example, we use sound slidefilms in a 
series of integrated sales training programs, 
complete with accompanying manuals, post- 
ers, charts and other visualizations. Each sub- 
ject in this series outlines a series of steps, 
picturizes the situations involved and is ac- 
companied by a recorded discussion of the 
right and wrong approach involved, directly 
applied to our specific products. 

“Neither motion or emotion are essential. 
We deliver a logical and memorable audio- 
visual lesson which is amplified by group dis- 
cussion after the showing, firmly impressed by 
a review of the picture and further secured 
by the personal copy of illustrated manual 
containing slidefilm illustrations and the text 
of the recorded message.” 


Ingredients Are Simple and Workable 

Opinions of a number of other business 
users of sound slidefilms (the majority dating 
back to prewar years) shows that the number 
of subjects either planned or in actual pro- 
duction is increasing tremendously, pretty 
much in ratio to the return of selling and 
the need for sales education on a_ broad, 
workable basis. 

A primary appeal of the sound slidefilm is 
the comparative simplicity of presentation, in- 
cluding portability of equipment and its op- 
eration in the field. One sound slidefilm pro- 
jector and sound reproducer unit now in the 
held weighs only 15 pounds. Set up and other 
operating detail requires less than two min- 
utes. “wo-speed motor equipment enables 
the user to operate on either AC or DC cur- 
rent with the flick of a switch. 


Good Programs Worth Their Cost 

Production of a completely professional 
sound slidefilm using carefully selected talent, 
high-fidelity recording and the vital ingredi- 
ent of thorough professional planning and 
creative preparation by the producer as well 
as art, titling, etc., will range from two to five 
thousand dollars. Subjects of a purely local 
nature may be produced for a few hundred 
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dollars but such low costs involve pick-up of 
available art material, a very inexpensive re- 
cording and similar limitations which should 
be recognized. Both higher and lower produc- 
tion costs have their specific reasons; the value 
of a sound slidefilm can only be measured by 
its ultimate screen quality and in the nature 
of the results sought after and achieved. 

A program intended for nationwide show 
ing before dealer groups, for example, may 
well be measured in terms of the cost pet 
showing. It is sufficient to say that slidefilms 
are comparatively inexpensive among the 
audio-visual media and that this factor also 
makes possible their use in series, 

Ceclor Adds Audience Appeal; Results 

Where product or package recognition, 
room decoration, and similar situations are 
involved, color slidefilms are clearly indicated. 
Processes available offer lower print costs than 
previously possible and open wide this added 
feature of audience appeal. 

Color alone will not make a good slidefilm, 
however. There is a close relation between the 
well-planned picturization and spoken dia- 
logue. Pictures are woven into a skillful pat- 
tern of related facts by the expert writer and 
director of these subjects. The psychology of 
such successful programs is a study in itself- 
for the audience reaction to a good program 
is measureable and real. These are the results 
to which the sponsor is entitled in the use of 
this medium. 


Where Are Sound Slidefilms Used? 

The areas of use for slidefilms are manifold: 
in SALES TRAINING they present to salesmen 
accurate, interesting lessons in the use and 
application of the product and how to sell it. 
In Point OF SALE SELLING, the sound slidefilm 
provides attention-getting and compelling 
product demonstration in sound and pictures 
in such a way, as one authority puts it, “that 
the prospect will see a need for the product 
and want to buy it.” 

In EMpLoyere Epucation, the sound slide- 
film may be used to show company policies 
of advantage and interest to workers; to re- 
view company products and their uses and 
to teach company methods. 

Job methods, safety education (a great and 
proven field of use), supervisory relations, 
plant maintenance and good housekeeping as 
well as background concerning specific jobs 
may also be taught. 

Consumers, plant and office employees, re- 
tail clerks and other employees of distributors 
and retailers, and management itself may ben- 
efit from study and application of tried and 
tested sound slidefilm production and use, 





PLANT CONFERENCE brings top executives to- 


vether to hear sound slidefilm sales presenta 


tion shown with portable equipment. 





DEALER SALESROOM showing for customers 
permits clear ex position of product advantages 
by salesmen, 





RETAIL STORE SHOWINGS help the clerk to put 
over a product story to prospective buyers. 





HOME DEMONSTRATION via lightweight, easily 
portable sound slidefilm equipment opens 
wide field for many types of products. 
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A VISUAL 


“GOOD NEIGHBOR” 


POLICY 


Pan-American Pictorial 


This staff report on the film activities of Pan-American 
World Airways is the first of a series in this industry 


PASI LEN 


American 


VER THE 
years the Pan 
World 

hundreds of 


Airways system has 
received requests 
each week from schools and col 
leges for educational material de 
scribing the Airways system and 
the countries which it serves. To 
meet this great demand Pan 
American established an educa 
tional department several years 
ago to plan, produce and provide 
material of all types for all insti 
tutions requesting educational as 
sistance. This department, organ 
ized by the company as a moral 
obligation to the public which 1 
serves, has consistently relied on 
films of various types to provide 
the best in educational methods. 

The underlying theme of the 
entire educational program is in 
ternational 
good-will. Pan American feels that 
this policy, on a world wide basis, 
will help in promoting increased 
trade and _ prosperity for all 
nations. Thus the educational pro 
gram is not limited to the United 
States. Frank Howe, Pan Ame 
ican’s Assistant Educational Di 
rector, made a_ trip 
throughout Europe and Asia 


speaking to schools and colleges 


understanding and 


recently 


to learn what type of materials 
the company could send them as 
educational aids. 


Educators Assist in Plans 
In order to insure that Pan 


American's efforts were being 


properly directed, a national com- 
mittee of outstanding educators 
was requested to serve as an ad- 
visory board and tell the company 
exactly what the schools want. 
Pan American's educational de- 
partment follows this committee's 
recommendations very closely in 


all its activities. 
A Two-Fold Program 


Pan American's visual educa- 
tion program is in two parts: color 
motion pictures and educational 
kits. Four motion pictures are 
now being distributed: on Alaska, 
Latin America, Bermuda and the 
company’s war effort. These 
movies are designed to be pri- 
marily educational, but also serve 
the legitimate aim of promoting 
good will for the company and en- 
couragement of travel via_ the 
Pan American System. Two thou- 
sand of Educational Kit Numbeo 
/ were distributed as a test last 
year to principals, supervisors 
and visual education directors of 
selected schools. These kits con- 
sist of twelve items, such as maps, 
charts, booklets, teacher's guide 
and a stripfilm. They are com- 
merely 
containing Pan American's credit 
line in very small type. Kit Num- 


ber 1 on Latin America was so 


pletely, non-commercial, 


well received by schools to whom 
test kits were sent that additional 
kits are now in preparation and 
will be distributed on a wider scale. 


Scenes like this are typical of Pan-American’s worldwide scope. 
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26 films constitute Pan Ameri- 
can's complete motion picture 
library at present. Only four are 
distributed because of present 
travel restrictions. Previously, 
films were made by purchasing 
footage from many scources, then 
editing and sounding them into 
finished film. Present plans call 
for many additional films, all origi- 
nal productions produced by com- 
Hartley Pro- 
ductions is now making a film on 


mercial producers. 


Ireland for Pan American under 





PAA’s Movu 


FAMILY boards the 
Ireland where new 


Chipper fo? 


film is being produced. 


the supervision of Frank Howe, 
the company’s visual director. 
Pan American’s films are stocked 
in 39 educational film deposi- 
tories and the YMCA Motion 
Picture Bureau, where they are 
available for free loan. During the 
war years approximately 5,000,000 
people witnessed Pan American 
showings each year. 150 to 200 
prints of each of the four subjects 
distributed are in circulation. 


Direct-Mail Promotion 


Distribution promotion is 
achieved by use of pamphlets 
mailed to schools and groups 
either directly by the company or 
by the YMCA Motion Picture 
Bureau (now Association Films) . 


In addition to motion pictures 
and educational kits Pan Ameri- 
can supplies recordings of native 
music and folklore to some schools 
upon special request. 

Motion picture producers need- 
ing aviation footage are supplied 
with this type of material by the 
company free of charge. 

Pan American uses motion 
pictures and slidefilms as training 
devices for almost every branch 
of airlines such as 
mechanics, radio, 

films are 
prints, not 
produced for the 
company. However, an indoctrina- 
tion film made for Pan American 
is shown to each new employee 
of the company. 


operation, 
meteorology, 
piloting, etc. These 
usually purchased 
specifically 





| Polaroid’s “Light Control” 
Story in Unusual New Film 


@ Light Control, Through Pola- 
rization is the title of a new 2-reel 
Kodachrome picture produced 
for PoLARomw CorpPoraATION by 
Loucks AND NoORLING STuDIOs. 

Unusual cinematic effects have 
been used throughout plus ani- 
mation in color to explain the 
phenomenon of light polariza- 
tion and to show the wide ap- 
plication of Polaroid products. 
Among these are the glare-elim- 
ination devices such as day glass- 
es, driving visors, and the new 
Polaroid glare eliminators for 
night-driving as well as descrip- 
tions of the Vectograph principle 
and its application. Extremely 
striking are shots showing bire- 
fringence effects in _ polarized 
light used in photoelastic analy- 
Sis. 

Through the cooperation of 
eminent scientists the film dem- 
onstrates how polarized light can 
be used to study the designs of 
airplane wings and other shapes 
in streaming currents, affording 
a means of studying the effects of 
air resistance and eddy flows. 
Amazingly beautiful are color 
shots of crystals growing in polar- 
ized lights. Included also are 
shots of intriguing polarized color 
displays. 

Planned primarily for educa- 
tional purposes the client has ex- 
tended the film’s use to sales 
promotion activities. Prints of 
the picture may be obtained by 
writing Polaroid Corporation, 
Cambridge, Massachusetts. 





| Latest Textile Products 
Shown in New Film 
a 

@ PHILADELPHIA TEXTILE FIN- 
ISHERS, INC., processers of plastic- 
ized cotton canvas, have recently 
released a 22 minute color film, 
Flamefoil-Canvas Protection, pro- 
duced for them by Films For In- 
dustry, New York. 

The film tells the story of the 
manufacture and the use of the 
specially treated textile in awn- 
ings, shoes, luggage, and tarpau- 
lins and pointing out its qualities 
of resistance to fire, water, weather 
and mildew. Particularly interest- 
ing are sequences of tests made on 
the plasticized canvas demonstrat- 
ing the value of the treatment. 
Narration is by Ed Herlihy. 

Flamefoil-Canvas Protection is 
available on free loan from Phil- 
adelphia Textile Finisher’s selling 
agents, William L. Barell Com- 
pany, 40 Worth Street, New York. 
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by Frederick G. Beach 


HILE seeking new ways to inform the 
public of its problems and to tell them 
about its services the New York Cen- 

tral System turned to motion pictures. Some 
years ago this medium had been employed to 
tell the railroad’s story. Production and dis- 
tribution cost, and the lack of a definite plan 
led to the end of the program as an economy 
measure. 

The present motion picture program began 
in 1941 set up in a modest way as a unit of the 
Public Relations Department. The primary 
purpose was to produce simple, inexpensive 
films which would carry an interesting story 
to the public, particularly to the schools of the 
country. It was felt that the railroads were 
not properly represented in teaching material 
being used in schools. It was and still is the 
aim of the Central’s movie program to give 
authentic information about railroad opera- 
tion in films that are interesting and educa- 
tional while free from objectionable propa- 
ganda or sales talk. 


Library Survey Guided Planning 


Early in the planning stages of this pro- 
gram a good deal of study was made of the 
kinds of films wanted by schools. As a start- 
ing point a questionnaire was mailed to more 
than 200 educational film libraries asking them 
among other things what type of railroad 
film was in demand and what they thought 
was needed. With the astonishing return of 
better than 99% these questionnaires showed 
that not only were libraries anxious to get 
good commercially sponsored educational films 
but they were able to give many excellent 
suggestions to aid the program. It was clear 
that films about the operation of the rail- 
road were in most demand. Second to these 
were films of a scenic or geographical nature 
while historical subjects ran third. Most ol 
the libraries reported that they served clubs 
and other community groups as well as 
schools and churches. Many of them did so 
without charging the borrower while others 
made a nominal service charge. 

On the basis of the information thus gained 
it was determined that two kinds of films 
would be produced. First a public relations 
type which was to be purely informative and 
tell about railroad operation without con- 
taining a selling message. The second was to 
be one which would show various places 
reached by the railroad and its services for 
passengers with a view to promoting travel. 
In this type also the emphasis was to be on 
the educational angle so that it would have 
appeal for school use. 


Three Public Relations Films Available 


At the present time there are three films in 
the first category and they form the Running 
the Railroad Series. By name they are The 
Freight Yard, The Steam Locomotive and The 
Railroad Signal. They are 16mm sound, black 
and white, two reels in length. Rather than 
show the entire panorama of railroad opera- 
tion in one film which would be entirely too 
long and too diversified, the subjects were 
limited in scope. It was felt that no film should 
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Scene from “The Freight Yard” 


Films 


GOOD FACTUAL FILM REPORTS WIN EDUCATIONAL APPROVAL 


be longer than two reels. Neither schools o1 
service clubs want long pictures. Longer films 
are often less effective because they “scatter 
their shot” and do not leave a definite im- 
pression or leave a clear cut message. 


Circulation Via Library Deposit 


These subjects met with instant approval 
when released and are today being seen by 
more than one million persons each year with 
a distribution cost of exactly zero. Although 
seventy-five prints of each subject are in con- 
stant use there is a long waiting list from 
libraries wishing to distribute these films. 
Prints are placed in city school systems, in 
state teachers colleges, in colleges and univer- 
sities, in public libraries and a few commercial 
film libraries. Periodical reports on circulation 
are received and these indicate that more 
than 500 persons of all ages are seeing each 
print every month. During the past three 
years there have been many factors which 
tended to cut down the circulation of such 
films. ‘Transporation was slow, library staffs 
were cut, fewer catalogs and circulars were 
issued, motor delivery service was curtailed, 
a great deal of competition was offered by 
free government films and the number of pro- 
jectors in service was decreased. In spite of 
these unfavorable aspects the distribution 
figures on New York Central films climbed 
each year. There is every indication that they 
will continue to go up as the war time condi- 
tions are improved. 

Ihe reception accorded these subjects show 
very clearly that the railroad has a great fas- 
cination for the average man or woman. It 
lends itself to.motion pictures perhaps better 
than any other industry yet very few films 
have been produced which really show rail- 
roads in operation. The subjects mentioned 
have been planned to present some rathet 
technical subjects in clear and easily under- 
stood form. Reports from schools indicate 
they have been found useful in-such courses 
as physics, commercial geography, traffic man- 
agement, vocational guidance and many 
others. During the war the U.S. Army used 
The Freight Yard as an official training film for 
the Military Railroad Service. The Navy found 





Scene from “The Railroad Signal” 


Serve the New York Central 


it helpful in training its supply ofhcers. The 
Canadian Army purchased a number of copies 
of The Freight Yard and The Steam Locomo- 
tive for training purposes and rehabilitation 
work among its veterans. The USO found the 
films helpful in its vocational guidance work 
and they were also approved for use in all 
military and naval hospitals in order to in- 
terest men in new lines of work. 
Films Aided U.S. Army Air Forces 

One of the most unusual teaching jobs was 
done by the War Department in its use of the 
films in training men for the U. S. Strategic 
Bombing Survey. They were faced with the 
task of evaluating the bombing of European 
targets. One important phase of the work was 
determining what effect the bombs had on 
railway operation in enemy country. Before 
men could properly report on this subject they 
had to learn something about railroads and 
their operation. Prints of New York Central 
films were flown to Europe in order to aid in 
this training. 

In the second classification of films are those 
which show points of interest reached by the 
railroad. One film in this series was produced 
just before the start of the war. Needless to 
say it was not given wide distribution and only 
12 prints were made. It was named New York 
Calling! and was a 2 reel color sound film 
about New York City. Its purpose was to 
(PLEASE TURN TO PAGE FORTY-ONE) 


(BELOW) Scene from “New York Calling” 
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SPECIAL FEATURE IN THE 


HOW TO INSURE 
A SUCCESSFUL 
FILM SHOWING 





Ihe Editors of Bustness Screen are indebted 
to the Motion Picture Bureau of the Aetna 
Life Affiliated Companies for this graphic re 
view, now made a part of our new Better Shou 


manship campagin for all audio-visual users 


FOREWORD 


When you arrange a film showing, you nat- 
urally want this showing to be just as suc- 
cessful as you can possibly make it—a credit 
tb you and to your organization. By following 
the few simple suggestions in this booklet, 
you can do much to guarantee such success. 


Selecting the Room 


1. Go to the hotel or club yourself and 
make a personal inspection of the available 


rooms. Make sure, first, that the room is 














BUSINESS SCREEN “BETTER SHOWMANSHIP’’ CAMPAIGN 





large enough to handle comfortably—without 
crowding—the maximum number expected 
to attend. If you are engaging an outside pro- 
jection concern to handle the showing, have 
a representative of this concern inspect the 
room with you, if possible. 


. * * 


As you view the room, visualize in your 
mind (a) where the audience can best be 
seated, (b) where the screen should be placed, 


and (c) where the projector should be located. 


In this connection, the screen should be 
placed so that no light can shine directly on 
it. For example, in a room where a window, 
in one end of the room, can be “blacked out” 
-put the screen directly in front 
of this window -rather than on either side. 
Light from the back will not show through 
but light on the face will be reflected. 


only partially 


In planning the seating arrangement, bear 
in mind that the first row of seats should 
never be closer than 10 or 15 feet to the 
screen. 


* * * 


3. If the showing is to be held in the day- 
time, can the room be easily darkened? As- 
suming that in order to darken the room, all 
windows will be closed and covered, how will 
this affect the ventilation? If possible, try and 
obtain a room that is air-conditioned. 


* * * 


4. Does the room face on a noisy street? Ob- 
viously, this should be avoided if possible. 
Also, avoid rooms with direct sunlight. The 
darker and quieter the room, the more effec- 
tive the presentation. 


* * * 


5. Does the room have the proper elec- 
trical outlets conveniently located? Most ma- 
chines operate on AC current only. It may 
ruin a machine which operates on AC cur- 
rent only to plug it in on a DC line. There- 
fore, the type of current should be very care- 
fully checked. If the electrical outlets are not 
conveniently located, it will be necessary to 
provide extension cords. These should always 
be obtained in advance. 





6. Some cities have ordinances restricting 
the use of projectors at gatherings unless the 
location has been inspected. Check on this, 
and, if necessary, obtain a projection permit 
from the local police or fire department. 


Necessary Steps to Insure a 
Good Showing: 


]. Make sure that your projector is in good 
running condition and that it has been in- 
spected since the last showing. Obtain a stand- 


PROJECTOR 


O.K. 








ard screen in good condition. (A sheet or 
tablecloth is definitely not “standard”!) For 
an average audience, a screen four feet by 
six feet is satisfactory. For larger groups, 

screen eight feet by eleven feet should be used. 





2. Arrange to be at the room where the 
showing is to be made before the scheduled 
time of the showing. If the meeting is a lunch- 
eon meeting, set up the projector before the 
luncheon starts. Never set up during a meet- 
ing. Make all tests before the meeting. 





3. The projector should be placed at the 
rear of the audience and far enough back 
so that the picture covers the full screen. It 
should be placed on a stand high enough to 
clear the heads of the audience. The screen, 
itself, should be placed high enough for peo- 
ple in the back rows to see, but not too high 
for those in the front rows. 


4. The sound speaker 
should be placed as near 
as possible to the screen 
(but not in back of it) 
and above the seat level 
(not on the floor!). If 
you are using a fairly 
large room, two speakers 
—one on either side of 
the screen — should be 
used. 





5. All wires—particularly the wires lead- 
ing from the projector to the sound speaker 
and to the electrical outlet—should be cov- 
ered, or protected, to prevent members of the 
audience from tripping over them or accident- 
ly disconnecting them. 
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6. Run through as much of the film as 
time will permit before the meeting starts. 
In addition to giving you a check on your 
equipment, it will give you a chance to de- 
termine how well the room can be darkened, 
and where additional curtains or drapes are 
required. 

* . * 


7. Focus your machine to give the sharpest 
possible image. 


8. Adjust the sound level 
for both tone and volume. If 
there should be low volume, 
a lot of crackle, hissing o1 
other unusual noises, refer to 
the instruction book furnished 
with each projector for assist- 
ance in finding the trouble. 






INSTRUCTION 
BOOK 


RON Somme io 
arawere Ouro 








* * * 


9. If the picture and sound are not synchro- 
nized, correct the “loop” made in threading 
the film to the sound head. When the best 
possible sound has been obtained, be sure 
there is ample volume in reserve because a 
room filled with people will absorb more 
sound waves than an empty room. 

















10. After the test run has been completed, 
clean the aperture gate on the projector, re- 
thread the machine, focus and stop the pro- 
jector on the fade-in of the opening title. 





11. Make sure you have spare bulbs and 
tubes. If a bulb or tube fails, be ready to 
insert a new one immediately. 

* * * 

12. Arrange with someone to be responsible 
for turning off and turning on the lights. The 
lights should be turned off the instant the pic- 
ture starts (not before) and should be turned 
on again as the end title fades out. 
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13. A few minutes before the film is to be 
shown, be sure to turn on the sound in order 
that the amplifier will be “warmed up” and 
ready to go when the time comes. 


* * * 


14. Do not take down the equipment until 
the meeting is over. 


AND NEAT 
ON THE 
PROGRAM 





15. As soon as the film is completed, be 
ready to proceed immediately with the next 
item on the program. Avoid any undue delay. 


If You Are Engaging an Outside 
Concern to Handle the Showing... 

Frequently, instead of doing the projection 
work yourself, it is advantageous to engage an 
outside concern to run your film. 

In these cases—just as in those cases where 
you do it yourself—the same careful considera- 
tion should be given to the selection of the 
room and the same advance testing of the 
film and projection equipment should be in- 
sisted upon. The projection equipment 
should be set up before the audience arrives— 
the films should be run—the focus and sound 
checked, etc. 


]. Get the names of available projectionists 
and check carefully on the qualifications of 
each. Select the concern which has the best 


a 


ms 


PROJECT! 
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operators and equipment—which has the best 
reputation for reliability. 

Be extra cautious about engaging individ- 
uals or concerns who do projection work as a 
sideline. 





October 
SE@QT 3 3 3 
6 9 10 II 12 
13 14 15 16 17 18 19 | 
20 21 22 23 So 25 26 | 
27 28 29 30 “= yp | 





2. Give the projectionist selected plenty of 
advance notice—even several weeks advance 
notice, if possible. 





3. Double-check with the projectionist a 
few days before the meeting to make sure that 
the showing is still scheduled and to confirm 
final arrangements as to the exact time and 
place. 

* * * 


@ Many of these points may seem to be ele- 
mentary, but all are important for a successful 
showing. 





| | Here’s a complete graphic color manual on good showmanship! 


| The New Audio-Visual 
PROJECTIONIST’S HANDBOOK 





A Business Screen Publication in the Interest of Better 
Audio-Visual Presentations in Education and Industry 











The first completely graphic “visual-text" pictorial manual on the principles of 
good audio-visual presentation, including operating diagrams and instructional | 
guides for the student operator of motion picture, slide and slidefilm equipment, 
both sound and silent, is now ready for school, company or individual use. 


presentations while saving maintenance, repair and film damage costs! 


Equip your operators with this readable, usable, handbook and improve | 
| 

SINGLE COPY ONE DOLLAR POSTPAID | 

| 








(Special discount on quantity orders tc schools and industry) | 
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FILM MUSIC 


Ideas for the Makiné 
of a Good Music Track 


by Emil Velazco 


HEN an industrial motion picture 

producer has “sweat blood” to make 

a picture of which both he and his 
clients can be proud there is but one ques 
tion in his mind, “How can I get really good 
music on the sound track? Of course, I would 
like a famous musician conducting the musi 
of a celebrated composer with a renowned 
symphony orchestra. How can I get that kind 
of music at a price I can afford to pay and 
how long would it take me to get it?” 


Music for a Film Must Be Good 

Having been a composer, conductor and 
film technician for many years, | believe | 
understand something of the thoughts of the 
worried producer. Obviously it would be 
economically impossible for him to hire Tos- 
canini and the Philharmonic Orchestra. As- 
sume that the client is proud of his pic- 
ture and is not interested in “how much” but 
“how good” and believes that only originally 
composed music will fit its special needs and 
moods and so advises the producer. Let us 
see how this problem is solved for him step 
by step in actual practices. 

First he submits the work print of his 
picture which is screened and many notes 
are taken of the important changes of mood 
and high lights which might be emphasized 
musically. The work print is then run through 
a synchronizer and a chart is made to exact 
frames of the length of every mood. Given 
a length of say seventy-eight feet or a run- 
ning time of fifty-two seconds the compose 
establishes a tempo which is most appropriate 
to the screen action. By use of a metronome 
he counts off the number of measures neces- 
Sary to cover the exact footage. The composer 
now knows to a beat, how much music he 
must write and he begins his original com 
position. Every scene is carried through in 
the same way whether it be full music o1 
low back-ground. After the various composi 
tions are orchestrated we are ready to record. 

New Device Simplifies Problems 

At the recording sessions I consider the 
most important factor for saving time and 
money is the conducting meter. This instru 
ment I invented and built by virtue of neces 
sity and the pressure of time when I was the 
oficer in charge of music for Navy films at 
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Phe author conducts a symphony orchestra recording one of his own compositions. Only the 
first line of violins is shown in the illustration above. 


\nacostia. By means of this machine the most 
minute changes of rhythm and musical high 
lights can be timed with amazing precision. 
he old click uracks had the disadvantage 
of not showing whether you were ahead of 
or behind the action, which this machine 
does. Retakes usually necessary because of 
inaccurate cueing, are a rarity. We are now 
ready to assemble the various takes for a 
final re-recording. This being accomplished, 
the completed picture is ready for delivery 
to the no longer worried producer. 
Sometimes, however, productions have to 
be made on extremely limited budgets so 
that the producer can not afford even the 
moderate cost of original composition by the 
method outlined. The answer to this problem 
is the orchestral film library. This music has, 
of course, already been played by great or- 
chestras, recorded on music tracks and care- 
fully cataloged according to mood. Almost 
every type of music to suit the needs of any 
producer is made available in this way. The 
method used in timing a film with library 
music is identical with that for original com- 


positions, In the same way that the composer 


(BELOW) Using the new “conducting meter” 


which saves both time and retakes. 





chose a tempo for a particular mood he now 
makes a selection from the film music library. 
It may surprise many to learn that a music 
track of say one hundred and_ twenty-five 
feet can be cut to fit a picture track of seventy- 
eight feet to an exact frame in such a way 
that only the composer could tell that the 
composition was not intended to be exactly 
seventy-eight feet long. 
Music Selected to Fit Film Mood 

his work is by no means easy and re- 
quires the most meticulous care as the cutting 
of the original one hundred and twenty-five 
feet is done according to chord structures 
and density of recording levels. It is even 
necessary at times to transfer footage so that 
accents in the music will build up to the high 
lights of the picture. The end result of this 
work is that library music used in this way 
has a strong appeal often comparable to orig- 
inal composition. Its quality can be as high 
as the library film itself if it is competently 
used to make up a track for a particular pic- 
ture. 

For the extremely limited budget the only 
answer is the electric organ which can be 
made both agreeable and effective. 

We have come a long way since the old 
days when miscellaneous phonograph records 
were dubbed on sound tracks. Today, with 
the ever increasing importance of films in 
our industrial world, producers are rightly 
demanding something more in music than 
“Sound and fury signifying nothing.” Now 
it is universally recognized that a beautifully 
written and skillfully executed musical score 
is of inestimable value in establishing the 
excellence of a motion picture production. 


Film Council of America Meets 
* An open general session of the Film Coun- 
cil of America, new film forum organization 
headed by C. R. Reagan, President, met in 
Chicago, Tuesday, August 6th. 

Attending the evening session were heads of 
the U. S. Department of Agriculture film ac- 
tivities, Lyle Webster, Chester Lindstrom and 
J]. P. Nicholson. 
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The history of medicine 
has been the history of its great teachers, from 
Hippocrates, the author of the Physician’s Oath, 
down the vast corridors of progress to the teachers 
of today. In medical college, at post-graduate 
schools, in lectures, by seeing and hearing, the 


physician is ever striving to teach and to learn. 






( 


have helped to contribute to medical literature 


oll For many years we 
through the medium of film. Among our recent 
titles are “A Passport to Health”, a study in child 
immunization produced for Sharp & Dohme; 
“Studies in Human Fertility’, produced for 
Ortho Pharmaceutical Corporation; “Ether for 
Anesthesia”, in current production for Mallin- 
ckrodt Chemical Company; and many other 
clinical films. These are in addition to the num- 
bers of educational and public relations films 
produced by Audio for many of America’s lead- 


ing industries. 


Send for “A Few Facts About Audio” 





ant 


“Sutures Since Lister”, produced for Johnson & Johnson, pictures 


progress in operating techniques and suture manufacture. 





“Sex Hormones’, produced for Parke, Davis & Company, covers 


basic physiology, diagnosis and therapy. 


SCOTS a OT 


TAIIND Oday 
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AUDIO PRODUCTIONS, INC. 


630 NINTH AVENUE, FILM CENTER BUILDING, NEW YORK 19, N. Y. 
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HIGH GRADE 
AUDIENCES 
FOR YOUR 

FILMS 








Leading national advertisers depend on us to reach the 
best audiences. Last year, an aggregate total of over 100 
million persons saw the films we distributed to clubs, 
churches, schools, industries, and community organizations. 
The prestige gained during 35 years of service to sponsors 
and exhibitors serves as an added asset to our cooperative, 
non-profit undertaking. It may take as little as 6/10¢ per 


capita for ten minutes’ showing of your film. 


COMPLETE SERVICE INCLUDING ACTIVE PROMOTION 
For further deta write for brochure 


“HOW MILLIONS MAY SEE YOUR MOTION PICTURE FILMS” 





ASSOCI FILMS. 


(Y.M.C.A. MO RE BUREAU) 
new Yore 7 CHICAGO 3 SAM FRANCISCO 2 DALLAS | 
347 Madison Ave. 19 Se. Le Seite S. 351 Tork 54. 1700 Patterson Ave. 


Make Mine Good Music! 


More and more, sponsors of today’s out- 

standing business films are asking for the 
added appeal and audience interest of an original 
film music score. 


In terms of box office value, original film 

music costs you little more than library 
“stock” material. How little original film music 
costs and how much it can add to your next film 
is worth hearing about. 


We invite you to see and hear a recent 
Velazco “original” for business films. 
A request on your company letterhead 


will bring a 16mm sound print for review. 


<VELAZCO 


Phene: Circle 7-5097 
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Reeves Sound Studios Open 
New York Studio Building 
@ Among the finest and 

completely equipped service fa- 
cilities for independent and major 


most 


producers in the sound record- 
ing field are the new 
Sound Studios announced by 
Hazarp E. Reeves, President. 
The studio has taken over the 
former Beaux Arts Institute of 
Design building at 304 East 44th 
Street, New York City. 

Inside the modern facade are 
five floors devoted exclusively to 


Reeves 


the production of 
tures, radio transcriptions, sound 


motion pic- 


films and television shorts. 

The studios will be under the 
direct supervision of CHESTER L. 
STEWART, Vice 
dent and General Manager. 


Executive Presi- 

“Reeves’ clients will be offered 
every aid to facilitate their work 
as well as the very latest in equip- 
ment for both 16mm and 35mm 
operation,” Mr. Stewart 
“Among the many newly installed 
units is the latest Western Elec- 
tric channel in the East, the new 
Western ‘push-pull’ density track 
and the RCA Photophone, We 


design a considerable portion ol 


stated. 


operating equipment ourselves 
and believe the new Reevesound 
16mm density channel is the last 
word in 16mm recording.” 

Ihe general purpose studios, 
completely engineered by a staff 
of Reeves recording experts, are 
designed to make possible the 
finest voice recordings or to do 
the newsreel type of live mix. 
Extensive research was under- 
gone prior to the execution of 
these facilities headed by CHIEF 
ENGINEER LYMAN J. WicGGIN, who 





STEWART, Executive 


Cuester L. 
Vice President, Reeves Studios 


Along the Production Lines... 


analvzed developments in sound 
throughout the country. 

Reeves services were dedicated 
practically 100 per cent during 
the war years to the production 
of training films for the armed 
forces and government agencies. 
Their new quarters will be 
turned over to the production of 
industrial films, films produced 
and supervised by government 
agencies, radio_ transcriptions, 
training slide films and television. 





FRANK H. HARGROVE 


Trans-World Air Appoints 

Hargrove as Film Executive 

@ Frank H. Harcrove, formerly 
associate producer of Films for 
Industry, Inc., has been appoint- 
ed motion picture manager of 
I'WA, Trans World Airline, it 
was announced today by J. C. 
DeLong, TWA director of adver- 


tising. 
Mr. Hargrove is to make a sur- 
vey of business groups, educa- 


tional and fraternal organizations 
to determine what airline sub- 
jects are of most interest to their 
members. He will then coordi- 
nate production of I'WA educa- 
tional films along those lines. 
Mr. Hargrove has been doing 
film work in advertising for the 
past fifteen years. Besides having 
been an independent producer, 
he was production supervisor of 
the motion picture department 
of the J. Walter 
sales and advertising manager of 
J. A. Maurer, Inc., and a sales 


Thompson Co.; 


promotion representative of West- 
inghouse Electric International Co. 

Appointment of Hargrove tol- 
lows current trend among many 
U.S. firms using films. 
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GET A SPARE” 


G-E projection lamp 


Your dealer has plenty of the 
high-wattage size you need 


Imagine an important story on the screen... all the 


power of pictures and action...and then BLACKNESS! 


Don’t let a burnout spoil your show! See that you 
have a spare G-E Projection Lamp with every movie 
projector you operate. Your dealer now has plenty 
of these popular sizes! 


200-watt T-10 300-watt T-10 500-watt T-10 
750-watt T-12 1000-watt T-12 


See him today and get the spares you need so you'll 
be ready for emergencies. For some slide projectors 
however, and projectors requiring lower wattage 
lamps, the supply is still limited. 

Confused about lamp sizes? If you have a variety of types of 
projector, send for the G-E Projection Lamp Guide, which tells 


you the correct size lamp for all types of projectors. Simply write 
General Electric, Div. 166, BSC, Nela Park, Cleveland 12, Ohio. 


FOR BETTER “‘STILL’’ PICTURES KEEP ASKING FOR GE midgéle / 
Remember... for every plrotographic purpose 


G-E LAMPS 


GENERAL @ ELECTRIC 
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Don’t let a burnout 
spoil your movies! 























- Be sure it’s G-E...to be sure of: 


1. Greater screen brightness, 
clearer pictures .;.G-E lamps 
are designed to give you full 
advantage from the optical sys- 
tem of your equipment. 


2. More uniform screen brightness 
3: ss differentially coiled fila- 
ments on most popular sizes 
fill the film aperture smoothly. 


3. Uniformly dependable perform- 
ance on every replacement .. < 
thanks to precision manufac- 
ture, rigid inspection. 


4. Constant improvement as de- 
veloped by G-E lamp research, 
for better, clearer projection. 
See your G-E dealer today. 












Focal-plane 











Personalities in the Studio News 


New RCA Licensee Contracts 
@ RCA has recently supplied its in- 
dustrial film with 


recording licensees 


new contract forms The new contracts 
according to the announcement, assure 
industrial producers of continued bene 
fits from RCA's research and enginecr 


ing activities while making available 


lowered costs for industrial films 


‘The wartime stimulus to industrial 


and educational films the announce 
has so greatly increased the 
RCA recorded films in thts 
field that a new 
available to RCA licensees. 11 
enable RCA re 


to capitalize on the 


ment said 
volume of 
contract basis can be 
mace 
new basis will also 
cording licensees 
anticipated up-surge of film production 
tor television usage 


Visual Arts Corporation 
Completes Twentieth Slidefilm 


@ Formed last November, the Visuat 
\ets Corroration has recently com 
pleted its twentieth slide film while 
work is in progress on several motion 
pictures now being completed in the 
firm's New York Studios. In charge of 
all production is 1 Herrick Herrick 
well known for his Vagabond Adventure 


reels for RKO, Going Places for Univer 


sal, Paragraphics tor Paramount and 


other theatrical shorts as well as spon 


sored films for such firms as S.S. Whit 
General Electric 


Spartan Aeronautics 


Company, Edison Hotpoint, The City 


of Boston Port Authority and many oth 
ers. Over fifty of Mr. Herrick’s films have 
played the Radio City Music Hall and 
he brings to the industrial screen ove 


twenty-five years of ex perience 


Other stall 


gained 
the hard way members of 
Visual Arts are Stan Parlan, Joe Marone 
Adolph Lobel and 


Aarne Hanninen 


Louis Rothman 


Management Changes Announced 
by Atlas Educational Film Co. 

@ Management Atlas 
Educational Film Co., Oak Park, Illinois, 


one of the country’s oldest commercial 


changes at 


film organizations have been announced 
following a recent meeting of the Board 
of Directors. 

Rosert B 


President of Atlas. Wesley has been with 





Westey has been named 


the company for more than ten years 
and was previously affiliated with several 
other leading film producers His 
knowledge of the business is based on 
first-hand 


experience in planning, di 


recting and producing 


Marvin W. Spoor has been named 
Vice President in Charge of Production 
replacing A. B. Rehm who has resigned 
Spoor has been with Atlas three years 
and has been active in the industry for 
35 years as a director of photography 
Freverick K. Barer has 


Stall 


rejoined the 


Atlas Creative after leaving the 


company in 1937. Barber was for a 
number of vears Chief of the 
Staff at Holmes 


Atlas, he was 


Creative 
Until 


associated with 


Burton Films 


rejoining 
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Poetzinger-Dechert, sales manager’s con 
sultants and visual program specialists. 
Atlas 


group of 


recently was acquired by a 


prominent Chicago business 
headed by F. S. Yantis Co., 


bankers. The film 


men invest- 


ment company has 
retained its expert creative and produc 


tion staffs, at the same time adding 


specialists in various phases of the 


business. This policy will be continued 
Added 


ownership has 


under the new management 


capital under the new 
made it possible to acquire new equip 
ment and to expand and modernize 
studio facilities 


Detroit 
Executive 


Florez, Inc., 
Announces 


@ HE 


moted to the 


Producer, 
Positions 
HAMMERTON has been pro 
position of Art 
and James F. JAcKson has been advanced 
to Production Manager of Florez, IN¢ 
promotional and training specialists, ac 


cording to announcement by 


recent 


Director, 


Genaro A. Florez, president. In making 


the announcements, Mr. Florez pointed 
out that both promotions are in line 
with the company’s policy of filling exec- 
utive positions from the organization's 
personnel. 

Hammerton has been associated with 
the sound slidefilm industry since its 
inception, having worked with Visomatic 
Systems, New York City, on the early 
development of this training medium. 
During the war, he was associated .with 
Welch & 


tion of technical training manuals and 


frumpfheller in the produc 


previously served Brobuck, Inc., and 


\udio-Vision Corp. in the capacity of 
art director. 

Jackson has been associated with the 
Florez organization for the past three 


years, serving the company in varied 


executive capacities leading to his present 
administrative position. He gained pre 
vious experience with General Motors 


Corp. as a write and art director in 


the technical service department. His 


business experience includes 


positions 
White Star Re 


Prailer Corp 


as branch manager fon 


fining Co. and Fruehauf 
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Polarized 
Light 
“Light Control Through Polarization,” the new Polar- 

oid Corporation film, is an amazing example of the use of 


l6mm color in an industrial film. 




















This picture, which explains the phenomenon of light 
polarization, contains special effects and animation never 


done before with a 16mm camera. 


















above the average. 


Loucks and Norling have the latest equipment for photo- 
graphic effects in color and the personnel capable of doing 
an unusually effective job for anyone interested in films 
































Complete service — from script to screen. 


Loucks :NORLING 
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Stanley R. Paterson Joins 
Wolff as General Sales Manager 
@ Rapuaet G. Worrr Sruptos, of Hol- 
wood, announce the appointment of a 
general sales manager and an Eastern 
representative as part of a program of 
expansion in the post-war period. Both 
men are war veterans. 

STANLEY R. 
United 


PATERSON, major in the 
World War 2 
and also a veteran of the first World 
War, is with 


headquarters in Hollywood. 


States Army in 


general sales manager 
DanieL C. 
LAWLER, who entered the Army as a 
private and was discharged as a first 
lieutenant, is Eastern representative in 
the Wolff Studio offices in Schenectady, 
N.Y., home of General Electric Co., for 
whom Wolff Studios have produced a 
number of pictures. 


* * * 


Expansion and Reorganization 
of Eddie Albert Productions 

@ [Expansion and reorganization of 
Albert Films under the new film name of 
Eppik Acperr PrRopuctions is under 
way with company’s installation in new 
1133 No. Highland avenue 


in Hollywood, where it has taken a five 


quarters at 


year lease on 10,000 feet of floor space 


to facilitate increasing production of 


commercial and educational films 
Albert 


of chairman in the expanded setup, while 


Film actor assumes the title 
Remy L. Hupson joins the firm as presi 


dent. Hudson comes in from Chicago 


where he was vice-president of Inte1 
national Detrola, major radio company. 
Previously he was vice-president of Utah 
Radio Co. and was associated with the 
Abbott-Kimball 


Jack Friercuer, who aided in organi 


advertising agency. 

zation of Albert Films, assumes the post 
Roser f. 
Meapr, formerly with J. Walter Thomp 


of executive vice-president 


son Co.'s radio division and Metro stu 
dios, becomes vice-president in charge of 


production, 


NAMES MAKE NEWS 


@ David B. McCulley, former Director, 


Bureau of Audio-Visual Instruction, 
University of Nebraska is now associated 
with General Pictures Productions, Inc., 
Des Moines, lowa as educational con 
sultant. 

Mr. McCulley, who has directed the 
audio-visual program of the University 
of Nebraska since August 1944, brings 
to his new position a background of 15 
years in the Iowa public schools as a 
commercial teacher and superintendent 
and two years as Financial Secretary, 
Nebraska State 


ron, Nebraska. 


Teachers College, Chad- 


@ Bos Mortarry of Ceci. B. DeEMILLE 
Propuctions has returned to the West 


Coast from an extended Eastern 


@ HL. 


SCREEN staff 


jannt 


Mircuect, former Business 


member, is now active in 
production as a firm member of Kry 
Fitms. Present headquarters are at 630 


Ninth Avenue, New York City 


@ Organization of 
New York, is headed by Cart I 


PiMin Prcrures, 


Patin, 
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Transfilm, Incorporated, N.Y. 
Takes Over Pathe Building 

@ The 12-story “Pathe” 
West 
the center of independent motion picture 


York, has 
TP RANSFILM, INCORPOR 


Building, 35 
th Street, which has long been 
production activity in New 
been acquired by 
ATED, now becoming one of the fastest 
growing producers of information, ed- 
ucation and commercial films in the 
East. 

Transfilm bought the building through 
Brown, Wheelock, Harris and Stevens, 
Inc., for an unannounced sum. The 
Pathe Building, built in 1915 especially 
for the film trade, is one of the few in 
the New York area completely equipped 
with film storage vaults, cutting rooms 
and built-in projection facilities. A 
roster of its tenants through the years 
“Who's Who" of the 


motion picture industry. Current tenants 


reads like a 


include several outstanding independent 
film producers. The OWL Film Section 
made its headquarters here during the 
war; and the State Department film 
section is still one of the tenants. 
Illustrating the giant strides made in 
field, 
film, organized in a modest three room 
office in 1941 by 


today requires many times that space to 


the “visual presentation” lrans- 


WILLIAM MIESEGAES, 
house its motion picture, slidefilm, com- 
mercial still photography, three dimen- 
sional photography, art and animation 
and editorial departments. 

During the war, Transfilm developed 
many new visual training slides and 
techniques for the Navy. Its Fighting the 
Fire Bomb 


short, produced for the 














as wt | 


| For 16mm. Film—400 to 2000’ Reels 
| FIBERBILT Cases are approved for 
Service by the Armed Forces, for ship- 
| ping of l6émm. film. 


Only original Fiberbilt Cases 


this 


| TRADE MARK 








Studios Announce Expansion Plans 
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Office of Civilian Defense, set a record 
for distribution of non-theatrical 16mm 
shorts. 

Mitton F. Martin, vice president in 
charge of sales, announced; “The pur 
chase of the building was made necessary 
by our plans for the expansion of ou 
company’s facilities to make available 
to civilian sponsors and audiences the 
special techniques which we developed 
and used for the armed forces during 
the war. The return from the Army and 
Navy of many of our specialists enables 
us to go ‘all-out’ on our enlargement 
program.” 

MGM 


who served with the 


WaLTER LoweNDAHL, former 
shorts produce 
Army Ordnance Pictorial Section, is back 
with Transfilm as vice president in 
charge of production. MAURY GLAUBMAN, 
writer-producer, JERRY GOTTLER, writer, 
and Bos OLps, editor-cameraman, all 
just released by the Army Signal Corps, 
have joined Transfilm. 

Pup Lang, veteran cartoonist. heads 
the Transfilm animation and _ slidefilm 
departments while Larry Mapison, OWI 
producer-director of the American 
Scene, has also joined its staff. Bu 
Vocet has been hired as special effects 


cameraman. 





Joins Willard Pictures, N.Y. 


@ Lievur. Cuestrr W. Duptey, Jr., 
USNR, has been appointed Sales Mana 
ger of WiLLarp Picrures, 45 West 45th 
Street, producers of films for industry 
and theatrical and television uses. Prior 
to his two and one-half years service in 
the Navy, Mr. Dudley was for 13 years 
associated with Benton and Bowles, Inc. 
He is also a director and the treasuret 
of the Capitol Theatre Corporation, and 
director of the Moredall Realty Com 
pany and Interurban Airlines, Inc. 

Mr. Dudley indicates that Willard is 
planning expansion in line with the 
important growth of the use of films in 
the fields of public relations, selling, 
training and education. An _ indication 
of the development of the field is the 
fact that sixteen major advertising 
agencies have established motion picture 
departments in the past year. The com- 
pany is currently producing all pictures 
on the East Coast for both West and 


East Coast clients. 












S.V.E. 300 Watt Projectors N 


THE MODERN 
PROJECTORS 


Gor Visual Presentations 


More and more of America’s leading business 





firms are using SVE slide and filmstrip pro- 
jectors for their sales and training programs. 
They have found that a good projector is the 
first requirement for an effective presentation, 
and so they “look to SVE” for the best in projec- 
tion equipment. The 300 WATT MODELS meet 
every need for smooth showings—bright, sharp 
screen images, faultless operation—the AK for 
showing 2” x 2” black-and-white or Kodachrome 
slides, or the Model G for single-frame film- 
strips. These modern projectors are light, port- 
able, and simple to operate—SVE quality prod- 
ucts that will always serve you well. There is a 
wide choice of objective lenses to meet your 
needs. Available for prompt delivery. Ask for 


complete projector catalogs. 


The proper projector model to meet the requirements for your 
particular filmstrips, sound slidefilms, or 2” x 2” Kodachrome 
slides can be supplied by your Industrial Film Producer. Ask 
us for the name of the Producer nearest you. 


SOCIETY FOR VISUAL EDUCATION, 


INC. 


A Business Corporation 


Te0 €AST Geto Street e CHICAGO 1%, (teers 












Video Film on Golden Jubilee 


Rubber 


bringing 


* Ihe United = States 
Company 1s currently 
to its thousands of dealers a film 
story of the Golden Jubilee cele 
bration of the automobile in 
dustry held in Detroit in June 
Golden Jubilee, 


sented as a television broadcast 


originally pre 


by the American’ Broadcasting 
Company with U.S. Rubber as a 
contributing sponsor, is a thi 
ty minute picture, filmed in De 
\BC’s motion 


contractor, EMERSON YORKE ST! 


troit by picture 


mios, with added sequences made 
by CARAVEL Fitms in New York 


Advances With Auto Industry 


Dr. Sidney M 


duces the 


Cadwell intro 
jubilee scenes in De 
troit in a short talk at the begin 
ning of the film. Dr. Cadwell, 
who is director of research and 
technical development tor U.S. 
Rubber, explains that not until 
the advent of the automobile did 
research and development of rub 


ber reach its present plane of 


HMportance The rubber indus 
try owes much to the motor cat 
and it is pledged to maintain the 
advances it has made in the past 
in step with the automotive in 
clustry. 

Although Gelden Jubilee is a 
typical newsreel subject and is 


treated somewhat in newsreel 


WALTER KIERNAN 





fashion, it is very much above 
average for a news short. Credit 
lor this goes largely to a non-pom- 
pous photographic approach and 
to the narration by Walter Kier- 
\BC. Kiernan, who re- 


corded this script for Yorke and 


nan of 


Yes ser, 


Iin a Radie“/ube, First Hass: 


\BC one morning at 2 AM, has 
probably the most natural con- 
versational style of any radio o1 
film commentator in the business 
today. In some ways he is reminis- 
cent of Pete Smith but his narra- 

Smith's 
Kierman’s usual 


tion is without often 
forced humor. 
method is to take a straight script 


and gently kid the pants off it. 





I was born in the Burton Holmes Animation Department. 
Tube testing is a prosaic process so the spirit of life was 


injected into me 
training film. 


that I might add human interest to a 


You, too, can use the magic of animation in your films to 
visualize the abstract, to put zest and sparkle into your film 


story. 


Write or call Client Planning Service for expert advice in 
solving your film problems. No obligation, of course. 


BURTON HOLMES FILMS, INC. 


7510 N. Ashland Ave., Chicago 26, Il. 





ROGers Park 5056 















The 
a lot more of him. 

Gelden Jubilee will be distrib- 
uted through the U.S. Rubber 


tire division’s 25 or 30 branch 


industrial screen could use 


offices. Each branch will arrange 
showings for its own dealers. 
ABC Offering Film Package 
Ihe fact that this film is being 
presented as an original ABC tel- 
evision feature helps to establish 
a definite newsworthy 
its showings to U.S. Rubber deal- 


value to 


ers. ABC is now offering com- 


bined telecast and commercial 


film packages to sponsors on 
many news events. ABC empha- 
sizes, however, that it is not in 
the film business. Under the pres- 
ent plan, although film rights 
are offered as part of ABC's deal 
to contributing sponsors, the com- 
mercial film end is handled by 
the motion picture contractor di- 


rectly with the sponsor. 


* * * 


“Working for Fun” Newest 
Aid to Sport Film Programs 
@ Recently 
MacGregor-Goldsmith, Inc.'s new 
sound film, Working for Fui 
indicate that schools and clubs 


released prints ol 


will soon have a welcome addition 
to their summer and fall film pro- 
grams. Though angled primarily 
for coaches and athletic directors, 
the film will be of interest to all 
sports enthusiasts. 

suilt around the central theme 
that “no better wav has been 
found to make civilization great 
than to encourage its people in 
their love of competitive, healthy 
play,” and filmed in color by Films 
For Industry, New York, Working 
for Fun illustrates the numerous 
arts, crafts and materials involved 
in the intricate processes that pro- 
duce baseballs, gloves, footballs, 
basketballs and sports clothing. 
These scenes alone will be of in- 
terest to sportsmen, but to point 
up the equipment illustrated more 
than half the film is devoted to 
scenes ol sporting events photo- 
graphed on 
situated in 
country. 


stadia 
parts of the 


location at 
many 


Working for Fun is the first of 
a series of sports pictures to be 
presented by MacGregor-Gold- 
smith. 100 prints are being dis 
tributed by the company through 
its agents and branch offices. Pro 
motion will be handled by local 
tic-ups arranged by sporting goods 
stores. Joseph M. McCaffrey su- 
pervised production for Films For 
Industry and the narration is by 
Bill Stern, noted radio sports com- 
mentator. 
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Cut employee training time 


| tal and moce 
e 
Miniature Camera Models National Housing Agency | YW 


Offer Unique Display Idea Releases Vets Housing Film ] 


o GERALD Howat r, former head © Homes far Velesend & tees . ith lity STRAVOX 
of the miniature set department nae . . ; Wi 

¥ ’ reel motion picture produced for 
of the Signal Corps Photographic 


Center, Astoria, Long Island, has 
has just been completed by CEn- 


ties. bi wonton | d slidefil 
announced that his miniature yoy Prooverions of New Yor. | | SOUNA slidefilm 





the National Housing Agency, 


models of Mitchell 35mm cameras, ap a , ; 
This is a semi-theatrical picture 


many of which now stand on the 3 3 oa é 
‘ which depicts the Wilson Wyatt 
desks of leading film producers, 


; ; ; } . 
ire now available for sale on plan for community action in equipment 


special ealen providing homes for the returned 
Standing 15 inches high and — 

complete in every detail, the Ihe —: havea produced by 

Mitchell is made of precision wood George P. Quigley with direction ) 


and is mounted on tripod and by George Freedland. The script ‘eshte “= 
base. In addition to the standard was prepared by Howard South- 








tripod model, Mr. Howatt has gate. Interiors were filmed at iy 
3 - : ° : . Compact— easy to carry = 

also made exact replicas of the Filmcraft Studios; exteriors show- Ps] 
Mitchell mounted on a Raby ing building operations and 
dolly which operates exactly like housing developments were shot 
a real studio dolly. on ldcations both in the East and OW you can train employees the quick, efficient army-navy 

Mr. Howatt, head of Bensch- the Middle West. way with Illustravox! Portable and inexpensive, Illustravox 
Howatt Studios in New York be- vin? film is being distributed uses records and slidefilm to tell your perfected training message 
fore the war, has long been < throughout the country by the : : ; 

a ha cei nuliy eae in attention-arresting pictures and spoken words. 

specialist in set design and con- National Housing Agency, 
structio or leading ill through the offices of the regional . 

ruction for leading still and oe . 5 Trainees learn up to 75%, faster, remember 
motion picture photographers. directors. 





seiedaieninees a up to 25% longer, as proved by accelerated 
military training programs. Technical war- 
time training schedules were cut from as 
much as six months to as little as six weeks! 


Already field-tested by leading industrial concerns before the 
war, Illustravox training was found to be the most effective, the 
least expensive. Today, over 75% of all sound slidefilm equip- 


ment in use is Illustravox. 


Illustravox is the One Best Way. Plan now to build more 
effective sales and production training programs with Illustravox 
sound slidefilm equipment. The Magnavox Company, IIlustravox 
Division, Dept. BS-6, Fort Wayne 4, Indiana. 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


when glamour gets a lead role in a motion picture or slidefilm elgen oe oe M a nm avox ee 
duction. But regardless of glamour, films must get results! This means —! eS ee 

counsel in planning, a script-writing job backed by merchandis- 
ing experience, production by technical staffs of proven ability. 
For a complete service in commercial film production . . . consult 


| | . Copies of the new Audio-Visual Pr tation and perating suggestions 
A Ht | | M A \ | M N ’ ; ectionists Handbook recently pub This mplete 32 page r man 
i | J | / ee shed by the Edit rs f BUSINESS is availabie aft nly $| UO per 


SCREEN show how to put on a good from Chicag ffices at 157 E. Erie 
show, including preparation, presen Street Write for your 


PROJECTIONIST'S HANDBOOK HELPS THE SPONSOR 


360 North Michigan Avenue Chicago |, Illinois DEArborn 6292 


) F FINE QUALITY FILMS THAT GET RESULTS 
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News Events 


New Du Pont Film Stock 
Developed for Television 


*% A new motion picture film which 
greatly facilitates the telecasting of 
public events within a few hours of 


their occurrence and produces improved 


television images was introduced to 
the New York television audience recent 
joint Du Pont-NBC 


WNBI 


ly ina demonstra 
tion over 
National 


the 


Newscameramen from the 


Broadcasting Company used new 


Telefilm” to make pictures of a full 


dress parade and presidential color 


ceremony in Washington on July 15 
Washington 
stock 


Immediately after the 


ceremony the exposed was 


developed, flown to New York, and used 
I 


in negative form with the wnsrT tele 


vision film camera reversing the image 


electrically to its positive form. Pictures 


of the event were broadcast just a few 


hours after coverage had been completed 

Similar telecasts of newsworthy events 
according 
lack of 
setting 


did 


new 


have not always been feasible 


to television engineers, because 


time or complications in up 


heavy television not 


film 


equipment 
The 


movie 


permit direct broadcast 


used in an ordinary camera, is 
designed to cope with such conditions 
It makes a newsreel available for broad 


cast 


The 


a positive or 


as soon as it has been developed 


broadcast either as 


When 


electrically 


film can be 


negative used as a 
and 


This 


and in 


negative, it is reversed 


broadcast for normal reception 


eliminates one processing step 
cases of sudden news breaks where speed 
able 


the 


is essential, television stations are 


to present negative film without 
delay involved in making positive prints 


to broadcast a positive picture was de 


method of using negative film 


scribed as a_ relatively 


simple process 


NBC engineers explained that at 
each stage of signal amplification in 
the television system the picture is 


reversed either from negative to positive 


or positive to negative as it passes 


through an amplifier tube. If a negative 


film is being televised, modification of 


one amplifier stage in the system results 


im a positive picture in the receiving 


tube. On a number of previous occasions 
negative motion picture film has been 
WNBT. The 


broadcast by station new 





ARTIST WANTED 


Old established art and slidefilm 


studio desires services of com 


retouch and 
Must 


miliar with artwork for slidefilm 


bination lettering 


artist be thoroughly fa 


production 
Write Box 66 
BUSINESS SCREEN 
157 E. Erie, Chicago 11 











BRITISH INDUSTRIALISTS CONFER 


Executives of British firms who will make Victor equipment in England 
are shown at Davenport conference: L. 


Pre side nt, 


f 
i 


to pick up detail in both highlights and 


shadows of outdoor scenes, according to 





Turner, 


im 


actory re 


This film carries a special emulsion 


howe ver 


to R. are 


WITH VICTOR 





A. Wadsworth, P. W. 


This emulsion 


S. G. Rose, H. Cobden Turner, Stanley Gorrie and Victor 
llexander F. Victor. 
brings much more satis Du Pont film technicians. 


sults, engineers said 


in Parlin, New Jersey. 





T. I9I4 














The mark of specialists in 
films...to communicate 
facts..to mold attitudes .. 


and to influence behavior. 





PATHESCOPE PRODUCTIONS 


THE 


PATHESCOPE COMPANY OF AMERICA, 


580 FIFTH AVENUE, NEW YORK 19, N.Y. 


IN Cc. 


was developed as a result of intensive 


research at the Du Pont film laboratories 


The importance of additional detail 








to television is great. In telecasting any 
motion picture film there is some loss 
in gradation of tones on receiving screens. 
By providing a greater latitude in light 
range, the new film will permit more 


detail in outdoor action, which in turn 


will give television images with more 
clarity. 
The new film is now available for 


immediate use in the television industry. 


British Firm to Manufacture 

Victor Animatograph Equipment 
@ Sound 
and other 16mm products of the Victor 


motion picture projectors 
ANIMATOGRAPH CORPORATION, Davenport, 


Iowa, a major manufacturer in the 
industry, will be made in England under 
an arrangement just concluded with a 
British 


group of industrialists, it is 


announced by Alexander F. Victor, 
president of the corporation. 

the agreement, Salford 
Instruments, Ltd., of 
operating 12 
5.500 
Victor 


Elec- 


Manchester, 


Under 
trical 


England, plants and 


employing some persons, will 


manufacture the products ac 


cording to the specifications of the Ameri 
while distribution will be 


can firm 


handled by Victor Animatograph Cor 
poration (London) Ltd. 

Ihe arrangements were completed in 
Davenport at a attended by 


H. 
of the 


meeting 
Turner, director 
Salford firm, 
ana PP. W. 
Stanley Gorrie, representing the British 
Mr. Victor and S. 


G. Rose, executive vice president of the 


Cobden managing 


his associates A. 


Wadsworth Turner, and 


Victor organization 
American corporation. 

While Victor products have been dis 
tributed in England and other European 
countries, as well as other foreign lands 
have been 
Mr. 


transportation 


for many years, they never 


manufactured abroad, Victor said 
duties, 
British 


strictions on the transfer of pounds into 


Heavy import 


difficulties and government re 
dollars, motivated the new arrangement 


he stated. 


RCA Expands 16mm Facilities 
@ RCA has increased its production 
facilities for 16mm sound film equip 
ment and transferred its activities in this 
field from the company’s Indianapolis 
plant to Camden, N.J., it was announced 
Vice 
charge of RCA Engineering Products. 


by Meade Brunet, President in 

A national merchandising organization 
of specialized 16mm sound film equip- 
ment dealers, with on-the-spot service 


facilities, has been set up by RCA. 





Agency Connection 
Desired 
Ex-Army Officer. In charge of 
animation script and story de- 
partment (2% years). Initial 
pick-up, evaluation of story for 
suitable and effective animation 
doctrine; preliminary _ story- 
sketches, and production liaison 
handled efficiently. Ten years 
civilian animation background 
Write Box 63 
BUSINESS SCREEN 


157 E. Erie, Chicago 11 











BUSINESS SCREEN MAGAZINE 
















AUTOMATIC SLIDE UNIT 


enlargements from 35mm _ negatives. 





























































Like the majority of DeMornay-Budd 
key men, Goodman saw action in the 
Armed Service. He was in the Pacific 
area for 26 months, in addition to hav 
ing been at the Signal Corps Photo 
graphic Center as motion picture sound 
engineer for 18 months. He was re 
leased from active duty as a captain. 

= * 


Bell & Howell Dealer Meeting 

to Follow NAVED Convention 

@ Bett & Howe tt is making extensive 
preparations for the NAVED annual 
convention to be held August 5, 6, and 
7 at Chicago’s Continental Hotel, ac 
cording to W. A. Moen, sales manager 


' 
EENS 

for the company. A noteworthy feature be ON LY DA-LITE SCR 

of the B & H exhibit will be a newly- 


1 
designed shadow box which will afford HAVE IT 4 


high-quality projection of sound and 





PRC Mopet NuMBER 300 


Picture Recording Company silent films, it is learned. 


Shows New Projector Line 
@ A _ new fully automatic slide pro 
jector, the PRC Model 300, has just Bell & Howell will hold a special one 


Following the regular convention 


sessions (Monday through Wednesday) , 


day sales meeting on Thursday for the 
been announced by the Picrure Re ay sal . 5 , 


THE NEW 
CHALLENGER 


Yes, the famous Da-Lite Chal- 


, company’s special representatives, au 
cOoRDING Company, Chicago firm. The I I I 


thorized service station experts, and 


new unit has a gravity-operated slide 


; Filmosound Branch Library managers. 
changing mechanism, features a warm 5 


, Presentations will be given by key per- 
ing chamber and projects any type of ' - =e © ; ’ oe 
ager sonnel of the Bell & Howell advertising, enger has a new, streamlinec 
2 x 2 slide, glass, ready-mount or ban ‘ O C If 
‘ , sales promotion, sales engineering, in ctagon Case—a patented jea- 
tam. Cost is $92.50; with coated lens i : § ~ * ag a I ‘ 
$08.50 dustrial, educational, films, and service ture that prevents the fabric from 
divisions, after which a dinner will be 


W. B. Frencu is Vice-President in being damaged as it rolls in and 





served to those participating. 
es © @ 


charge of sales for PRC. He has been out of the case. This stronger case 
associated with projection equipment will add years of service to the 
and the production of films for the Richard Phillips Servicing F 


screen — plus better appearance. 


past 12 years. A full line of automatic Ampro Southeastern Territory - . ae 

projectors for display purposes, etc. is @ The appointment of Richard B. ther advanced features include 

being announced shortly. Phillips as Southeastern Representative | fully-enclosed “Slide-A-Mati 
a a is announced by the Ampro Corpora- | locking, Glass-Beaded fabric, 


rion, Chicago, Illinois. 


DeMornay-Budd Appoints K. C. See Ca 
; ets = Mr. Phillips’ background — includes 
Goodman Sales Representative 


ridge-top legs, safety-grip goose- 
neck, and folding metal handle. 
over fifteen years work in the 16-35mm 
@ DeMornay-Bupp, Inc., 475 Grand motion picture equipment field, special 
Concourse, New York 51, N. Y. recently izing in cameras and projectors. He will 


appointed KennetH C. GoopMan factory personally cover his territory, which con 


sales representative for the territory in- sists of Kentucky, Virginia, North and 
cluding Michigan, Indiana, Ohio, Ken South Carolina, Tennessee, Mississippi, THE NEW MODEL B 
tucky, Tennessee and West Virginia. His Alabama, Georgia and Florida, contact gs HANGING SCREEN 
headquarters will be in Columbus, Ohio. ing dealers. HANGING ' 
. SRASNST Always a popular model for 
Goodman has done extensive research Mr. Phillips is a native of Washington, . oo 
work in the fields of sound equipment D.C. and was specially trained in elec- sales rooms and small training 
and motion pictures, and is especially tronics in the New York schools, which centers, the new Model B is now 
well-versed in the installation and re- gives him a clear insight into the equipped with the Octagon 
pair of such equipment. He developed electronic-optic-acoustic field of pro Case for even greater strength, 
a strip camera fo se at race tracks secti : ; > served as ; ome 
Pigsscemidpelp te , jection and filming. He served as a | durability and screen protec- 
which is now standard procedure, as Maior i . arine rs , 
— dhs ajor in the U.S. Marine Corps during | ‘ a . 
walks ) ; " tion. The smartly designed end 
well as the Kenny Starting Gate for the war and is an active member of ; 


' . . . . P ‘s ‘ » » i ancing . 
horse racing. His hobby is making big S.M.P_E. cap hangers permit hanging the 


* * * 


To PRODUCERS | sow svsitaie 


screen from the w all, ceiling, or 





paired tripods. 











STUDIO SPACE, LIGHTING @ A new 12 page guide Iz . , ‘ 
Color,.Seund, immediate Playbeck entitled “Radiant, Lamp These are only two of the many models of Da-Lite screens which are avail- 
i . Guide for Projection able now at your dealer’s for every projection need. They include the 
CAMERA & SOUND MEN Equipment” has just been | famous electrically-operated Electrol 
With Equipment, Artistically and published by the Radiant for large conference halls and small 
Scientifically Skilled Lamp Corporation, New- theaters. Write for further informa- 
ark 8, N. J., for distribution | . 7 ted DA-LITE 
SPECIAL SERVICE: Difficult and Unusual without charge. The guide | tion et a A-L x a 
| : 4 | ea Um S! i 2858 y ° 3 ° ¢ 
| Photography — Microscopy — Time-Lapse, permits the selection of the CR Address Dept. 5B 


Etc. Engineering Department correct lamp for practically 


Sandy Hook, Con. every type and make of | 
Phone: Newton 581 projection equipment now | 
PIONEERS FOR MANY YEARS in use. Completely listed 


are lamps for all equipment, 
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People Who 





J. R. HUNTER 


Capital Productions Moves 

to New Studio Quarters 

@ New and quarters at 224 
\bbott Road, East Michigan 
have been announced by Caprrat 
Service. J. R 


of the firm which is a Bell & 


larger 
Lansing 
FILM 
HUNTER is Sales Director 
Howell 
special equipment representative as 
well as a producer of motion pictures 
and = slidefilms \ service department 
and a complete film rental library are 
also maintained 
> > > 
Rarig Confers With Planet 
@ MaxH 


out the state of Washington and Idaho 


Raric, distributor through 
for Planet Pictures recently visited the 
film capital to confer with Planet execu 
tives about future distribution plans of 
theatrical 


Hollywood's l6mm 


motion 
picture company 
Said Rarig 


the right track in producing a complete 


Planet is definitely on 


program of l6mm full color entertain 
features 
We're 
Jee p-Herders 
The People s 
State of 


ment short subjects and car 


toons with 


booked up solidly 
Detour to 
Choice throughout the 
Washington. All we 


a lot more pictures 


Danger and 


need is 

we can use them 
a ae, oe 

Byron Provides Plane Service 

for Color Print Clientele 

@ Specializing in 


for producers and sponsors in all East 


the service 


moti 


ern States, Byron of Washington, D. ¢ 


has established a reputation for color 


and black and whit print service in 


the l6mm field 


\ special report to Business SCREEN 





SITUATION WANTED 
Man with 20 years successful 
experience in production man- 
agement, directing and editing 
theatrical and commercial mo- 
tion pictures desires permanent 
connection with industrial film 
producer or advertising agency 
Has several good contacts who 
use visual training programs 
regularly 


Write Box 64 
BUSINESS SCREEN 
157 E. Erie St., Chicago (11 
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over 1200 feet—and we flew it to Philadel- 


Make Pictures 


syron 


phia hours ahead of the show.” 
Already large printing facilities have 


been further enlarged—more than quad 


from reviews this service pro 1upled because of the growing demand 


gram and reveals some new features for quality and speed. All the printers 


of interest have been completely adapted to speci 


We have just organized what we are fications for fidelity of color on the new 


calling ‘Swift Service’—airplane pick-up Kodachrome duplicating stock. Byron 


and delivery of Bryon Color-Correct is now prepared to make corrections for 


prints, particularly for New York, where wider latitude of over and under ex- 


great speed is essential to our clients posure in the original. 


This. ‘Swift Service’ has been in Byron is now planning the expansion 


augurated on a somewhat emergency of out production facilities. We hope to 


basis at the moment but we plan to ex have our organization in one large new 


pand it in the relatively near future on 


building shortly after the first of the 


regularly scheduled runs. For this serv vear—but that will make another news 
ice we use our own plane a Swill story later 
just recently delivered. This service has ” 2» 


often enabled our clients to make ex All-Scope Pictures, Inc. 
Organization is Announced 

@ Announcement was made last month 
Att-Score Pr 


to produce educational and 


tremely important deadlines. Here is 


an example: One of our clients called at 
two o'clock one afternoon to tell us of the organization of 
that a film, scheduled for a vital showing ruRES IN¢ 


before a large audience the following industrial films 


afternoon, had been lost in transit. Could GorRDON § 
anything? We did. We ager 


made a new Kodachrome sound print— 


Mitcurii, formerly Man 
Research 


Motion 


we do anything of the Council of the 


Academy of Picture Arts and 


A RECORD OF 


Leadership, Vision, Originality 


Bray Studtos, Inc. 


INVENTED AND PATENTED THE 
MATED CARTOON PROCESSES. 


ANI- 


INTRODUCED THE ANIMATED TECHNICAL 
DRAWING: 


PRODUCED FIRST ANIMATED COLOR CAR- 
TOON MADE BY MECHANICAL. COLOR 
PROCESS. 


ORIGINATED AND INTRODUCED FILM 
SLIDE TYPE FILM AND PROJECTOR. 


ORIGINATED THE IDEA OF AND PRODUCED 
FIRST TRAINING FILMS USED BY ANY 
ARMY (in World War I) 


PIONEER PRODUCER OF EDUCATIONAL 
FILMS. OWNER OF EXTENSIVE FILM 
LIBRARY USED BY SCHOOLS EVERYWHERE. 


We know how and have the facilities to produce 


any kind of motion picture. 


BRAY STUDIOS, INC. 


729 SEVENTH AVE. NEW YORK 19, N. Y¥. 





Sciences, is President of the new com- 
pany; Bernarp F. McEveery, Vice Presi- 
dent in Charge of Production; with E. 
7. Watters, Vice President and Treas 
urer; and Ernest MapLes, Secretary and 
Assistant Treasurer. 

Members of the Board of Directors 
are: Puitip Kemp, Bernarp F. McEveety, 
MircHett, E. Z. WALTERS, 
CARRINGTON, Chairman. 


Gorpon 5S. 
and G. L. 

All-Scope Pictures Inc. will produce 
at the Occidental Boulevard Studios of 
Morey and Sutherland, with whom the 
new company has a contract for pro 
duction facilities. Pending completion 
of All-Scope office facilities at that stu 
dio, the administrative offices of the 
company have been established in the 
Altec Suite in the Taft Building at 
Hollywood Boulevard and Vine Street. 
Production personnel for the new 


organization will consist’ primarily of 
ex-service men, all of whom have had 


extensive experience in the production 


of Army and Navy Training Films. 
Associated with All-Scope Pictures Inc., 
among others, will be former T/Sgt. 
Eimer Wuirs and former Sgt. MicHrt 
Amestoy, both writers with extensive 


experience on Training Films and other 
types of documentaries. 


Orville Goldner Joins 
Curriculum Films, Inc. Staff 

@ Orvit_e Gowpner, who until recently 
was head of the Navy's Training Film 
Branch rank of 


Commander, has been retained as Chair 


with the Lieutenant 
man of the Educational Staff of Curric 


uLuM Fits, Inc., New York, it was 


announced by Monroe B. Davin, presi 


dent of the company 


Under Lt. Commander Goldner's 


supervision, the Training Film Branch 
produced over 3,500 training films and 
distributed over 1,500,000 prints to fleet 
units and movie establishments all over 
the world. As part of his work with 
our allies, the Lt. Commander served as 
Chairman of the United Nations Cen 
tral Training Film Committee. 

Prior to the war, Mr. Goldner had a 
varied experience in the field of visual 


Holly- 


technician, 


education, including work in 


wood as a designer and 


teaching at American University in 
Washington, D.C. and Stanford Univer 
sity, and extensive research work. 

In his new position, Mr. Goldner will 
be in charge of the planning and edu 
cational development of all film-strips 
and motion pictures produced. by inde 
distribution — by 


pendent studios for 


Curriculum Films. 





WANTED 
Experienced Writer 
Necessary successful background 
in radio, advertising, or com 
mercial films. Right man may 
elect employee basis or partner 
ship with small investment. A 
fast-growing young organization 
that presents a real opportunity. 
Write Box 67 
BUSINESS SCREEN 


% 157 E. Erie, Chicago 11 
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Harry M. SiLori 


Harry M. Slott Joins 

Photo & Sound Executive Staff 

@ Harry M. Storr, former Hollywood 
producer and for many years affiliated 
with the motion picture industry, has 
joined the staff of Puoto & SouND, INc.— 
San Francisco industrial and education 
al film producers—as film production 
manager. 

Slott began his motion picture careet 
in the sports field in 1928 as a co 
producer on a series starring Johnny 
Weissmuller and Mickey Walker. He 
later became production assistant on a 
series of early Shirley Temple produc 
tions for Educational release, and has 
served as assistant director in produc 
tions for Republic, Columbia, and Mon 
ogram. He is a member of the Screen 


Directors’ Guild in Hollywood. 





CHARLES W. CuRRAN 


Charles Curran New V.P. 

of Harold Young Productions 
@ CuHarces W. Curran, well known 
advertising and screen writer, has joined 
HAROLD YOUNG PropucTIONs, INc., New 
York, as Vice President and Associate 
Producer. For ten years in the adver 
using agency field, Mr. Curran’ was 
dentified with many national cam 
paigns. In 1931, while with the Newell 
Emmett Company, in collaboration with 
\rch Gaffney, he wrote a play based on 
the advertising business, Ad-Man, which 
vas later produced as a motion picture 
feature, by RKO-Radio Pictures, under 
the title, “No Marriage Ties.” 


Since his discharge from the Navy 
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about a year ago, Mr. Curran has 
written screen plays for nine commercial 
subjects and has directed two pictures. 
In association with Mr. Young, who 
recently announced the establishment of 
his new producing organization, Mr. 
Curran will devote his attention to the 
writing and production of non-theatrical 
subjects. 


> * . 


Lorin Collins Joins Staff 

of Benedict, Incorporated 

@ Benepicr, INcoRvoraAtep, Penobscot 
Building, Detroit, producers of visual 
training and promotional programs, 
manuals, charts, slidefilms, motion pic 
tures, television and other visual media, 
announced this week that Lorin Cor 
LINS, writer, producer and creative man 


has joined their staff. Bringing with 





Lorin CoLuins 


him a background rich in experience in 
both the creative and production phases 
ef visual training, television and pro 
motional work, Mr. Collins will serve 
the clients of Benedict, Incorporated in 
these capacities. He has been identified 
with these activities in both Chicago 
and Detroit for the past seventeen years 
His experience has been in the theatre, 
publishing, advertising, radio, television 
and visual training fields. For five years 
prior to joining Benedict, Incorporated, 
Collins was with The Jam Handy On 


ganization, Detroit 
>. > * 


Sievert Resumes Post at 

Film Library on West Coast 

@ Following a three-year hitch as a 
Chief Specialist in the United States 
Navy, assigned to the Bureau of Aero 
nautics, Russecy E. Sieverr has resumed 
his post as Western division manager of 
the Benn & HoweLtt Fitmosounp Li 
BRARY, With headquarters in Hollywood. 

Enlisting in 1942, Sievert was assigned 
to BuAer’s Training Films and Motion 
Picture Branch. Subsequently he took 
over a new department, and in the lat 
ter capacity was in charge of projection 
rooms, film production research library, 
main Navy training film library, photo 
graphic equipment pool, and _ photo 
shipping and receiving. 

Sievert first entered his company’s em 
ploy in 1937, and received intensive 
training in Bell & Howell's shops, sales, 
and shipping departments prior to join 


ing the Filmosound Library staff. 





And at LOW COST —with 





MOVIE - MITE 


16 mm. Sound-on-Film Projector 
PORTABLE—Weighs only 27} Ibs. complete. 


Single case contains: Movie-Mite 16 mm. 
sound projector, desk top screen, speaker, 
cords, take-up reel . . . and still has ample 
space for spare lamps, etc. 


Extremely compact; only slightly larger 
than a portable typewriter; approximately 
8x12x15 inches in size. Ideal for small group 
showings. Larger size standard screens may 
be used for larger groups. 


STANDARD FEATURES—Plainly marked film 
path makes threading easy. Only one mov- 
ing part need be operated in entire thread- 
ing. Show can be on screen in less than 
three minutes. 


One electric plug completes all connections 
to projector. Cords, permanently wired to 
speaker, cannot be lost. 


Reel capacity 2000 ft. Reel arms slip into 
accurate sockets . .. Fast power rewind... 
Adjustable tilt . . . Quickly adjusted framing 
device . Utilizes a single, inexpensive 
standard projection lamp. for both picture 
and sound projection. No separate exciter 
lamp necessary .. . case of durable ply- 
wood . .. Leatherette covered . . . Universal 
A.C. or D.C. 105-120 volt operation .. . no 
converter necessary. Mechanism cushioned 
on live rubber mounts for smooth, quiet oper- 
ation . . . entire unit made of best quality 
materials and precision machined parts. 


See your Industrial Film Producer 
for demonstration and delivery information 


(W.. , 


1103 EAST 15TH ST. 
be 





A Truly Mechanical BRIEF CASE for Your Salesmen, Now! 





Write for 
Interesting 
Folder 


“It Makes 
Sense” 


KANSAS CITY 6, MISSOURI 


Naf MOVIE-MITE CORPORATIONS-3S; 
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* Norge distributors now have a 
hard-hitting, easy-to- 
stage service training 
which Norge service representa- 
tives are now taking into the field. 
In the meantime, distributors are 
scheduling meetings for 
dealers and service representatives 
so that the entire retail 
organization soon will be trained. 

Ihe training program consists 
of ten sound slide films in full 
color, reprint booklets, and simple 
instructions for staging 
training meetings. It is designed to 
train new dealer personnel and 


compact, 
program, 


busy 


service 


service 


give “old timers” a_ refresher 


course. 

Films Solve Service Problem 

“We have found the program 
invaluable in bringing our own 
field men up to date on servicing 
problems,” said Thurlo Johnson, 
Norge national service manager. 
“This proves that the program can 
be beneficial to experienced as 
well as inexperienced service men 
in the field. Another highly im 
portant use which many of our 
distributors have already recog- 
nized, is the extreme value of the 
films in training sales personnel. 


Sales managers generally agree 
that both wholesale and retail 
salesmen are continually handi- 
capped through lack of basic 


mechanical knowledge of the prod- 
ucts they sell. The service films 
provide an immediate method of 
sales instruction, which has usual- 
ly been completely neglected in 
the past. 

The training 
covers ten subjects, including a 
unique presentation of refrigera 
tion theory. This unusual theory 
film fills a long-felt need for visual 
explanation of refrigeration prin 
ciples, which the layman and the 
apprentice service man will read 
ily understand and absorb. The 
color films are ideally suited to 
illustrate the various cycle 
grams and changing state of re- 
frigerant as it passes through the 
different 
densing 
various 


course 


Norge 


dia- 


components of a 
unit. Five films 
phases of refrigeration 
service. Other films cover the gas 
range, electric range, washer and 
home heater. 


con- 
cove! 


Program Proves Time Saver 

In commenting on the program, 
Johnson, who is in charge of the 
training program, says, ‘“Hereto 
fore Norge service training meet 
ings took up the better part of a 
week's time. We found that in 
terest in these schools was high at 
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Norge Speeds Service Training 


the outset, but that it lagged as 
the week progressed. Futhermore, 
we found that the men in charge 
of the program presented the 
same subjects in different ways. 
No two meetings were alike. In- 
structors had no visual material 
to work with. It was hard to hold 
the sustained attention of audi- 
ences. It was equally difficult for 
those who attended the meetings 
to retain much of what they 
heard. 

“Ou 


staged in two days with four com- 


new program can be 
paratively short sessions. Each film 
showing lasts only 15 minutes, and 
is followed by a discussion period. 
There are no long drawn out 
sessions. Besides, we are present 
ing the subjects in an interesting, 
understandable way. . just the way 
the factory wants them presented. 














The films condense into 15 min- 
utes what it would take the aver- 


age instructor three hours to 
teach. 


Films Focus Audience Attention 


“Another important advantage 
of this type of training program 
is that the films receive the com- 
plete attention of the audience 
without interruption. After a film 
showing, the presentation can be 
repeated and discussed frame by 
frame, or it can be turned to a 
particular frame for futher ex- 
planation. We suggested in the 
meeting instructions that when- 
ever a trainee has a question about 
a particular frame, he jot down 
the frame number and then bring 
the question up during the dis- 
cussion period. 

“Another outstanding feature 
is that, after using the program as 
a complete service training pro- 
gram, it can be used later to train 
the service men in new dealerships, 


vidsad 


. . e e 
pecializing IN seccee 
...complete production of sound motion 
picture films . . for industry and education 


...- recording studio, editing and laboratory 
facilities..for other film producers and 
photographic departments of other industries 


... superior 16mm duplicates with or without 
optical effects . . black and white or color 


..-full information upon request 


“lhe CALVIN Cow. 


1105S EAST 





15TH ST.,.KANSAS CITY 6,MO. 





Or, distributor service representa- 
tives can show a particular film to 
service men who might be weak in 
some particular subject. ..and go 
through the film in a few minutes. 
It is our hope that the program 
will inspire everyone who attends 
the meetings to learn service work. 
We realize that attending the 
meeting will not make experts out 
of novices. But if they will prac- 
tice what they learn they can be- 
come finished service men quickly. 
The keynote of the whole pro- 
gram is to make service more in- 
teresting to more men. By using 
this program, and 
dealers can earn bigger profits 
through improved service, which 
will be reflected in increased sales, 
for there is a definite relationship 
between service and sales.”’ 


distributors 


That distributors agree is evi- 
denced by the orders rolling in 
for sets of the film and for the re- 
print booklets which are offered 
as part of the package. 

Compactness Aids Handling 

rhe entire program is compact. 
Special carrying cases have been 
built for the films and records, 
with extra provided for 
possible additions. Complete in- 
structions for conducting meetings 
are attached to the inside cover of 
the case, where they are instantly 
available. Reprints of the films 
have been reproduced in booklet 
form, which serve as review and 
reference books for those who at- 
tend the meetings. These booklets 
are 814 by 11 inches and are 
punched for placing in standard 
three-ring binders. 


spac ec 


The program, believed to be the 
first complete service training pro- 
gram in full color put out by an 
appliance manufacturer, was pro- 
duced by Capital Film Produc- 
tions of East Lansing, Michigan, 
under the direction of E. H. Day- 
ton of Norge. 

Complete equipment for show- 
ing these training films was si- 
multaneously purchased by Norge, 
including 70 Illustravox Senior 
300-watt projectors and 70 52” by 
72” Radiant Screens. 

* 8 6 
Schrafft’s Slidefilm to 
Train Restaurant Employees 
@ Special Service, a thirty minute 
sound slidefilm, has been com- 
pleted recently by RKO Pathe 
for the Frank G. Shattuck Com- 
pany. Photographed in_ several 
of Schrafft’s Restaurants, which 
are owned and operated by the 
Shattuck Company, and featuring 
regular employees of the chain, 
the new slidefilm is designed for 
use in the training of waitresses 
in dinner service. 
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RAILROADS... 


(CONTINUED FROM PAGE 25) 
pian rail travelers to the great 
metropolis. Again the emphasis 
was on the educational aspects of 
the city as such points as the va- 
rious museums, parks, Bronx Zoo, 
Radio City Music Hall, boat trip 
around the harbor, Coney Island 
and many other interesting spots 
were shown. As the first and only 
color film of New York City the 
subject was an instant hit. Re- 
quests for prints poured in until 
indications were that it would 
take more than 100 copies to sup- 
ply the demand. Unfortunately 
the war prevented further distri- 
bution. At the present times this 
subject is being entirely remade 
for future release. 

Additional Subjects Planned 

Other subjects in both catego- 
ries are being planned and some 
are in production. As conditions 
improve more extensive distribu- 
tion will result and the benefits 
greatly extended. It is possible 
that additional prints will be 
purchased in order to meet the 
increasing demand. The life of 
a print is conservatively put at 
upwards of three years and during 
its life it will go on reaching more 
than 500 persons a month. 
this distribution 


Since 
costs nothing, 
only the amount spent on produc- 
tion and on prints needs to be 
considered. ‘ 

The library method of distri- 
bution has been found satisfactory 
for many reasons. Not the least 
of these is the extraordinarily low 
rate of film damage. Evidently 
borrowers are more careful of 
films obtained from local sources 
than they are of those obtained 
from distant libraries, particularly 
those maintained by a commercial 
sponsor. The use of a large num- 
ber of local depositories results in 
films being publicized in many dif- 
ferent catalogs and by a wide va- 
riety of mailing lists. The time lost 
in transit is reduced because the 
films are shipped relatively short 


Knight Type Titles 
give” wale to the 
lent seen -*** 


THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 E. OHIO STREET - CHICAGO 11, ILL. 
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distances since the libraries are 
selected somewhat on the basis of 
geographical coverage. The plac- 
ing of the prints in these outlets 
results in a friendly, direct con- 
tact with the organization and the 
sponsor gets the credit for supply- 
ing an interesting and _ helpful 
film. 

In conclusion it may be said 
that the successful 
sponsored film distribution pro- 
gram is to make pictures that 
people want to see and make i 
easy for them to get the films. The 
users should determine the con- 
tent of the films, not the sponsor. 


Relations Trainin¢ 


(CONTINUED 


secret of a 


FROM PAGE 22) 
to in the meetings— and that is all. 
The basis on which the course is 
designed does not require that the 
learner parrot back the 
learned; it does aim to condition 
the learner to perform naturally 
on the sales floor as the represent- 
ative of a friendly store. 
Mr. Jay D. Runkle, our 
President and General Manager at 
Crowley's, is known in retailing 
circles as a devout believer in the 


words 


Vice | 


give-and-it-shall-be-returned-unto- | 


you school of thought. He has per- 
sonally guided the direction of 
the Be Helpful waining course. As 
a practical retail manager, Mr. 


Runkle recognizes that a higher | 


visible level of performance of re- 
tail selling operations in general 
helps make it easier for a retail 
selling operation in particular. It 
was inevitable that the complete 


. . . | 
training course be made available 


to any store interested in the de- 
velopment of sales* people into 
professional retailers. Many have 
taken advantage of this opportu- 


nity and report as favorable results | 


as we have obtained at Crowley's. 

It would indeed be a shame to 
go as far as to apply modern train- 
ing tools to retail sales people— 


° | 
and then not give them a chance | 


to make use of their training, and 
benefit from it personally. Backed 
by top management, the Crowley 


supervisory staff is supporting the | 


philosophy — of 
service as projected in the training 
course. This means that their sales 
people will be given opportunity 
to use their capabilities to the 
fullest. 

The way we feel about it, if 
you've seen how it should be done 
and you know your associates have 
seen how it should be done, it’s 
pretty hard to avoid doing it how 
it should be done. Our customer- 
employee relations have improved 
since we 


helpfulness and | 


applied visual training. | 











WANTED: SALES REPRESENTATIVE 


If you have a background and interest in visual education; if you 
recognize the tremendous future in teaching films ; if you are anxious 
to participate in this future ; if your earning expectations are high 
you are the type of sales representative we want. 


Our organization has a program which calls for some qualified 
men to operate as franchise agents in exclusive territories, and others 
to work as direct salesmen. We have outstanding film products for 
sale to schools, clubs, and retail outlets, plus a highly saleable service 
to independent producers and agencies 


Send letter containing complete background and we will hold it in 
strictest confidence. 
Write to Box 65 


BUSINESS SCREEN, 157 E. Erie St., Chicago 11 
























































































12nd St. New York, 18, N. Y. has requirements of libraries of all 
just announced the purchase of sizes. 
factory buildings occupied by Film racks are made available 
that company in Buffalo, togeth- for the efficient handling of films; 
er with adjacent property on and motor-driven film renova- 
which a large addition will be tors have been developed to keep 
erected. Complete plant moderni- films in usable condition for high 
zation and streamlining of pro- quality projection. These ma- a 3 
duction methods also are on the chines not only clean the dirt, ; 
program. grime and oil from the film, but \ 
rhis year marks the thirtieth also renovate, condition and _ pol- \ 
in the operations of the Neumade ish it mm one operation while au- P 
Products Corporation. Since the tomatically rewinding. 
early beginning of visual educa- Neumade rewinders are known é 
tion Neumade has supplied many wherever films are used. There ' 
of the motion picture require- are many models, all sturdy, pre- 
ments of the classroom. With cision equipment, and embody- 
long experience in the 35mm. ing exclusive patented features. 
theatrical field, this firm was well New model splicers have just 
Diagram graphically illustrates simplified threeding of Movie-Mite. equipped to anticipate the needs, been put on the market, while 
a a a a and design and produce !6mm. the catalog lists pages of splic- 
te Sgr ieee aay Neumade Expanding Facilities equipment now offered. ing and editing aids. Various 
eature of Movie-Mite Line [M] 


: ype els, cz F ippi 
To Handle Increased Production Phe complete line of Neumade types of reels, —_ ind shipping 
@ Movie-Mire Corporation fea cases have been designed for every 





products requires a_ large size 
tures the point that, on their > te demand. 
@ Ihe tremendous demand fon catalog for description. Chief 
Model 63-L, I6mm. sound-on a ns eo RO TORT atalog | . Special types of steel furniture 
a i cs O s > tte : >» 45 s 
film projector, only one movable at | uipment on th a ial among the items in use in film have been especially developed 
e ae ) , Cc < : = ; . wa * : A ps 
part need be operated in the en rae : A’ ee r mr libraries are their specially de for use in the 16mm, field and in- 
: 1 allons SCHOOIS, COLLCG@es ¢& : . vn > i . . ° 
tire threading procedure. panes call ' signed steel storage and filing clude such favorites as projection 
universities Nas necessitatec the cabinets for the protection of 


Supplementing the Movie-Mite stands, tilt-top tables, inspection 
‘ doubling of plant capacity by 


: : é < ? i) ist, hire anc 
complete instruction manual, a valuable films from dust, fire and 


tables, and film strip cabinets. 
NEUMADE PRODUCTS CORPORATION 


simplified diagram to show the Buffal unfavorable apes and Free illustrated catalogs are be- 
“easy threading operation’ is at at Se. humidity changes. The line is ing offered in the educational 
tached to the back of speaker Oscar F. Neu, president of Neu- very flexible and complete, and field and will be mailed upon re- 
door of each machine. made, with offices at 423 West includes models to exactly fill the quest addressed to New York City. 






yw RADIANT Screens \ 
make all pictures 
look better...! 


Project your sales movies, training slides and instructional films on 

a screen which makes them seem to “POP OUT" into the room. Get 
@ire best from all projected pictures . . . sharp, crisp black-and-white 
._.. ticher, more vivid color shots. Such performance is the result 

My of the Radiant “Hy-Flect” Screen surface . . . thousands of tiny glass 


Ne 
a8] 























BB beads set in the snow-white plastic screen surface — glass beads that \ 
x reflect light, never absorb it. You can get this in the New 194 ™ J 
a Radiant Screens . } 
e Plus all these Wonderful Exclusive New Features send forFREEScreenGuide || The Rodiont “DL here illus 
if end for is poriable, ,com= 
é 1. Automate Leg Cpenag Wet. 6. Built-in Shock Absorbers (fet. eaties) “Secrets of Good Projection,” a oaannien ent o qv ickly 
Pending) 7. Automatic Leg-Lock 32-page booklet, gives proper adjustable. The Radiant line in- 
& : screen sizes, correct projec- gy cludes Wall, Ceiling and Table 
2. Screen Leveller (Pat. Pending) 8. Rubber-Ball Tripod Feet tion lenses, tips for improv- AL — — = > to20 
. PY \ rr fr. 
t. 3. Shakeproof Safety Catch 9. Triangular Steel Tube Construction in Projection and many \ eet by ‘eet and large 
-— : other valuable facts. 
& 4. Feather Touch Adjusting Handle 10. Automatic Leg Adjustment ied jcoupoafor your , 
2 * co . 
= (U. S. Patent) 11. Finger Grip Carrying Handle DY ~_ so 
= 5. Double-Action Auto-Lock (Pat. 12. Streamlined Design and Duo-color 
Pending) Scheme ---- 
wi 3 ad —_— 
a All pictures look better. .. when projec — i new, brilliant, _@-----~ > 
i instantly adjustable 1947 Radiant Screens. a aes Corporation a 
Wala Z Radian jor St., chicago 22/M- ss projection — 
Py \ ; 4d 1194 ren opy of “Secrets. 4 of Radiant Portable, 
Send me FREE ¢ ing complete in 
7 : ircular show! . Screens 
— R Bb D I AN a0 Ceiling and Table Scree 
See US On OF seats 
z BETTER SCREENS FOR BETTER PROJECTION 5 ET — 
_ 4 Zone———— 
‘e TTT TELL 
AERER EER EREES 
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(ABOVE) The new Da-Lite Chal 
lenger tripod screen recently un- 
veiled by this veteran Chicago 
screen manufacturer, 


Newly Designed “Challenger’ 
Added to Da-Lite Screen Line 


@ Da-Lite SCREEN CompPaAny, 
Inc., 2723 North Crawford Ave- 


nue, Chicago, Illinois is introduc- 
Challenger 
This has 


ing a new Tripod 


Screen. many new fea- 
tures that offer better projection, 
simpler operation and adjust- 
ment of height, and sturdier con- 
struction. 
“Slide-A-Matic’”’, 


clusive 


a new and ex- 
system in 
the new Challenger completely 


inner-locking 


eliminates external locking dev- 
ices, such as thumb screws, plun- 
gers, etc. To adjust the height 
of the screen, the owner of a new 
Challenger simply pulls back on 
the square elevating tubing, raises 
or lowers it to the desired height, 
releases the tubing, and it au- 
tomatically locks in place. The 
ad- 
justed in height without separate 


fully opened screen can _ be 
movements of fabric or case. 
One simple motion opens the 
tripod legs of the new Challenger 
and their “Slide-A-Matic’”’ locking 
locks 


in place. A new four-sided “roof- 


device automatically them 


top” shape makes the new legs 
more rigid than the conventional 
round-top shape. No rubber tips 
are needed for the feet of the new 
Challenger. The leg itself is 
formed into a rounded foot which 
provides a firm grip on any sur- 
face, yet will not scratch floors. 


The 


tagon-shaped case is stronger than 


new, smart-looking 0 
the former round case and allows 


the fabric to roll in or out with- 


out rubbing against the edges of 
the case opening. 

Other distinctive improvements 
are the new hanger bracket and 
which hold the 


hanger loop, 
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THE BUYER’S GUIDE TO THE LATEST IN AUDIO-VISUAL EQUIPMENT 








po 


screen fabric more securely and 


prevent it from accidentally slip- 


ping off. A new metal 


Pan] 


handle conforms to the shape o 


carry int 
‘ 






the hand and folds flat against*] 
the case for compact storage. a 
widens O22 Pree NRT Be 


eee 


tor bar, new film advance mech 


anism. Ihe company, a seasoned 
producer of fine sound reproduc 
ing equipment, has provided amp 
lifers and speakers of unique 
design and a matched sound sys- 


Tao. ee: 4 


OPERADIO “EXPLAINETTE” SOUND SLIDEFILM UNIT 





(aBovE) The new Operadio “Explainette” sound slidefilm equipment 
features many original design features clearly shown in this photo. 


and different with 


@ New 


original design features based on 


many 


engineering research into the 


needs of sound slidefilm users is 
the Operadio Manufacturing Com- 
pany’s “Explainette” sound slide 
film projector and playback unit 
placed on the market this summer. 

New 


guide mechanism, built-in eleva 


features include a_ film 





tem said to give excellent per- 
formance. 

Easy to carry, convenient to set 
up and operate, the “Explainette” 
has been designed and engineered 
for small and medium size 
It fills the bill admirably. 
The new equipment will be pub 
licly demonstrated at the National 
Visual 


show 


au- 
diences. 


Association of Education 


Dealers trade in Chicago, 


August 5, 6, 7. Operadio is located 


at St. Charles, Illinois. 


Radiant 1947 Screen Line 

for Better Movie Projection 

@ Spearheading their 1947 Pro- 
jection Screen Line, the new Ra- 
diant ‘‘DL” is announced by 
RADIANT MANUFACTURING Corp., 
Chicago, This different new 


sercen, the culmination of years 


of engineering and design ex- 


perience, is an improved, stream- 


lined, portable tripod model, 
with the famous Radiant “Hy- 
Flect” Screen surface. 

The new Radiant Screens fea- 


ture advancements in Projection 
Screen engineering, it is said, The 
ees 


ous two-tone finish, incorporates, 


Radiant with a harmoni 


among its twelve new and im 


proved qualities, a patented 


“feather-touch — friction clutch”, 


an automatic leg opening device, 


a protective “shock absorber,” a 
screen leveler, and a dual-action 
*Auto-Lock.”’ These advanced 


characteristics provide lasting con 


venience and ease of operation 
for the users. 
Easy and_ trouble-free opera 


tion is assured because the legs 
open effortlessly and automatical- 
lv, an uneven floor surface is com 
the 
which keeps the Screen horizon 
tally 


pensated for by “Balancer” 


leveled, varying screen 
heights are rapidly and simply ad 


justed, and conversion from ob 


long sizes, for movies, ‘to square 
sizes, for slides, is instantly and 
readily made. 

The “Hy-Flect” surface, 


claimed to be the finest for clear 


ly and brilliantly reflecting pic 


tures, rather than absorbing 


them, consists of thousands ol 


minute, spherical glass beads 


evenly imbedded in a gleaming, 
snow-white plastic screen fabric. 

For complete catalogs, write to 
Radiant 


Manufacturing Corp. 


(BELOW) The 1947 Radiant “DL’ 
screen with improved clutch ad 
justment and other advanced de 


features. 


sion 





























NEW PRODUCTS 


—and how to use them 


Filmo “Electro” Camera Aid to 
Accurate Time & Motion Study 


7 lo alleviate the pent up demand for 
modern industrial ecnginecrinye equip 
ment, Been & HoweLt COMPANY 1s 
announcing the new Film Electro 


mavazine-loading electrically-driven 


lomm motion picture camecta according 
to | H MecNabl BXH president 
Designed especially for wccural time 
and motion study work, the camera is 
equipped with a fast 2lmm F 1.9 lens 

ith positive vie whnder and matching 
obyective vhich atlords a somewha 
ider angle of view than the standard 


1” lens. Other features are a dial footage 


indicator, accurate operating speeds of 
1000, 2000, and 4000 trames per minut 
and a built-in 2t-volt motor which 
assures constant filming speed at all 
times 

Developed by tsecll & Howell in co 
operation with Albert Ramond x 
\ssociates, industrial engineers, the new 


instrument embodies features demanded 


by industry in re plies to a questionnaire 
circulated last vear bv the Ramond 
organization 

Simplicity and efficiency of operation 


render the Electro especially well suited 


to accurate job study, it is claimed. The 


magazine-loading feature facilitates film 


change, and enables the operator to keep 


individual case records separate at all 


times. And with the magazine and the 


motor functioning as a team, 50 feet 


of film can be run ofl without inter 


ruption 


Of particular interest to industrial 


engineers is the calibration of picture 


frequency (or camera speed) in multiples 
of a thousand frames per minute. Thus 
the individual pictures, or frames, are 


readily translated into terms of the 


therblig 001 minute), the standard 


unit of measurement in job study work 


\ transforme: which is standard 


equipment, permits plugging the Electro 
into any regular house line, Or, storage 
batteries can be employed when a job 
study must be filmed in a location where 
the usual sources of current are lacking 
thus Electro 


making the completely 


portable. The low-voltage electric drive 
1s equipped with an automatic governor 
which, Bell & 


gineers state, will 


mechanism Howell en 


maintain accurately 


the all-important motor speed despite 


all except the most severe fluctuations in 


line current 


Ihe scientific setting of time and 


motion standards has come to be 


respected by labor and management 


alike, and there are instances on record 


where union officials have demanded 


such studies in connection with bargin 


ing proceedings The film loops which 


show exactly how a given operation 


should be performed and how long it 


should require are accepted almost 


universally as bases for job standards 


The impersonal, accurate motion picture 
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TRANSCRIPTIONS of the 
Fairchild portable 


Hicu-Fipeniry 


on these 


United Nations Security Council proceedings 


recorders and amplifier-equalizers 


Good films and projectors 
deserve good lamps 


RADIAN 


mig iid, 
LAMPS 


RADIANT LAMP CORPORATION 


300 Jelliff Ave., Newark 8,N.J. 


PROJECTION + SPOTLIGHT - FLOODLIGHT - EXCITER - MOTION PICTURE PRODUCTION 





camera catches operational details and 
motions which can be recorded in no 
other manner. 

Further details concerning the equip 
ment described, as well as its applica- 
tions, are contained in an illustrated 
circular obtainable from the Industrial 
Sales Division, Bell & Howell Company, 
7100 McCormick Road, Chicago 45. 


United Nations Proceedings 
Preserved on Transcriptions 
@ Educators writing of the peace and 
security conferences that have come on 
the heels of World War II will not have 
to comb archives as 


through musty 


have historians of past wars. Instead 
they can turn on a phonograph and 
listen to the actual proceedings registered 
on transcription disks by high-fidelity 
recorders. 


A man they can thank a lot is Major 
G. Robert 


sound since he was twelve, and who over 


Vincent, who has been in 


a period of years formed the world’s 
largest private collection of recordings 
of voices of prominent people, which 
he later presented to the Sterling Me 
morial Library at Yale. 

Major 
rently 


Vincent installed and is cur- 


supervising the sound equip 
Nations Security 
York. He also 


handled the recording job at the San 


ment at the United 


Council session in New 
Francisco Conference, and in between 
set up the operation for the Nuremberg 
trials. 

For complexity, the UN set-up sur 


passes the others. There are seventeen 
microphones on the Council table, four 
on the interpreters’ table. Voices picked 
up by the microphones enter a control 
booth where an engineer at a console 
mixes and modulates them. The sound 


is then piped to the public address 
system; to ten control rooms used by 
U. S. and foreign radio networks and 
stations; to another control room for 
short-wave broadcasts overseas; to tele- 
vision and movie booths; to interpreters’ 
earphones; and, by six separate channels, 
to Major Vincent's recording department 
in the basement. Here the proceedings 
are registered on disks by a battery of 
four Fairchild recorders and four Fair 
child amplifier-equalizers for reference 
and documentary purposes, on metallic 
paper tape for broadcasting purposes, 
and on embossed film by which court 


reporters check their notes 


Ampro Issues New Price Sheet 
@ A new price sheet which has been 
issued by the Ampro CORPORATION, 
Chicago, Illinois shows the general trend 
in prices of its 16mm. motion picture 
equipment and accessories to be slightly 
upwards, but not as drastically as had 
been expected. 

The management stresses the fact that 
the rise in prices reflects the increased 
cost of production, and not a desire on 
the part of the Ampro Corporation to 
make a higher profit. The tremendous 
backlog of orders at the plant coupled 
with a lively demand for Ampro 16mm. 


sound motion picture equipment can 


be counted on to hold the costs of pro- 
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duction well within the lower brackets 
possible by mass production and quantity 
buying. This is a guarantee that at no 
time will the price of Ampro products 
beyond the stage of 


get fundamental 


giving “dollar for dollar” value. 

The new prices are based upon order 
No. 10 of MPR 188, dated April 11, 1946 
Office 


and the new price sheet is available at 


of the of Price Administration; 


the factory or any Ampro dealer. 





New Camera Device in Use 
at Raphael Wolff Studios 


@ Rarnaet G. WoLFr announces a de 


velopment, exclusively for his studio's 
use, of an especially designed follow- 
a standard 16mm 


This 


manually operated from one control with 


focus attachment for 


motor-driven camera. device is 


compensating gears for the 15mm, 1” 
and 2” lenses mounted in a turret head. 


[his camera, according to Mr. Wolff 





| SALES OFFICE: 
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gives performance equal to 35mm 


cameras, thus improving the product 


of the sponsored motion picture industry. 


“We ran into,.and solved, very intricate 


mathematical problems in combining 
the manipulation of the various focal 
length of the three lenses into one 
control knob and distance calibration”, 


said Mr. Wolff. 


New Screen Finder Available 


@ A 


Screen Finder for the users of opaque, 


new, slide-rule type Projection 


movie, slide, and strip film projectors 


has been’ introduced by Radiant 
Screens. 

This colorful Screen Finder lists in 
formation on the correct Screen model 


to use and on the audience-handling 


capacity of a given screen, in addition 
to permitting the solution of such prob 


lems as the correct screen size to use, 


the correct distance from the screen 


to the projector, and the correct focal 
This 
available by a simple movement of the 


length lens to use. useful data is 


handy slide, it is said, and will prove 


invaluable to all projection screen users 
With all 


fingertips in a simple form, the user 


this information at his 


need never wonder whether he has the 


right lens and the right distance to the 
order to clearly 


Screen in provide 


visible pictures for his entire audience. 


For further information, write to 
Radiant Manufacturing Corp., 1140 
West Superior Street, Chicago 22, Illinois. 


automatic film 
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Bell & Howell Distributing 
Peirce Magnetic Wire Recorder 
@ Ina 


the firm's position of leadership in ren 


move calculated to maintain 
dering a complete audio-visual service 


educational, industrial, and re 
fields, 


investigation of comparable equipment, 


in the 


ligious and after an exhaustive 
Bett & Howeit Company has completed 
arrangements for distribution of the 
Model 55A Magnetic Wire Re 
corder and Reproducer, it is learned. 
The 


phone of the desk-sfand type, is priced 
at $595.00 


Peirce 


new machine, including a micro 


(plus $40.16 Federal excise 
tax) , provides 66 minutes of continuous 


recording, embodies a 5” permanent 
magnet speaker, and will operate on any 
115-volt AC 


verter) . 


line (or on DC with a con 


Simplified and readily-accessible con 


trols, welded steel case construction, 
silver gray wrinkle lacquer finish, rubber 
feet, and a convenient carrying handle 
The 


amplifier unit will serve efficiently for 


are other features of the recorder. 
public address work when used in con 
junction with a high-impedance micro 
phone or phonograph turntable and an 
auxiliary speaker, it is stated. Because 


no wear or deformation of the wire oc 
curs during recording or reproducing, 
Pre 


viously-recorded sound is “erased” auto- 


the wire itself will last indefinitely. 


matically when a new recording is made, 
and portions of a recording thus can be 


removed and replaced as desired. 


Already the unit has proven its use 


tension. 


Call or write today 



























Moen, B H 


ABOVE) W. A. 


Sales EXCEL 


ulive, uses a Pierce Wire Recorder for 
office dictatior 

fulness in recording and transcribing 
dictation, commentary for silent films 
and slides, and conferences 
Neumade Products Resumes 
Production of Cinescale 

@ the orginal handy cinescale pro 
duced exclusively for sub-standard use 


of movie makers is now again available 


for the first time since the war began 


according to an announcement by 


NEUMADE PropUCTS CORPORATION, 425 
West 42nd St., New York City 

Ihe Neuscale is 12” long by 14” 
wide, with data on both sides, giving 
every measurement needed in quick 


accurate editing in one compact instru 
ment, showing frame count for 8mm. and 


track 


corresponding frame on 


16mm. with sound location for 


l6mm. sound 


projection timing table for both silent 


and sound measurement in inches and 


centimeters. A special is now being 


offered at only $1 ’ 


FONDA DEVELOPING MACHINE 


BETTER because Fonda film developing machines can 
rive you almost any speed range you want. 

g ’ l t y speed ge \ t. BETTER 
because the patented Fonda driving principle provides 


BETTER because 


Fonda’s all 


stainless steel equipment is now made by Solar, a leader 
in stainless steel fabrication. BETTER because you can 
process any type film...35 mm, 16mm, color, black 


and white, positive, negative, reversal or microfilm. 


FONDA FILM PROCESSING EQUIPMENT DIVISION 


STAINLESS PRODUCTS 


FACTORY: 


SAN DIEGO 
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Curtiss-Wright Acquires Victor 


PIONEER 16MM MANUFACTURER SOLD TO AIRCRAFT FIRM 


PURCHASE ol 
\nimatograph 


HE OUTRIGHT 
the Victor 
Corporation of Davenport, 

lowa, by the Curtiss-Wright Co 
poration has been announced by 
G. W. VAUGHAN, 
Curtiss-Wright. 


president of 


here will be no change in lo 
cation, personnel or operation of 
the Victor company which was 
organized in 1910 to manufacture 
equipment and materials for the 
Victor 
is devoted exclusively to the pro 


motion picture industry. 


duction of 16 mm motion picture 
projectors, cameras and allied 
equipment. 

“Curtiss-Wright has been im 
pressed,’ Mr. Vaughan said, “by 
the achievements of the Victor 
company in the development of 
16 mm motion picture apparatus 
and envisions a broad expansion 
in the application of this equip 
ment, particularly in the fields of 
education, instruction and home 
use.” 


Executives to Carry On 


ALEXANDER F, Vicror, presi 
dent of the company bearing his 
name, will continue to direct en 
gineering activities of the organi 
zation, ROsE, 


executive vice president will con- 


while SAMUEL G. 


tinue to devote his time to the 
administration of the business. 
The Victor 


third firm not directly engaged in 


company is the 


aircraft production to be acquired 
by Curtiss-Wright Corporation 
and its acquisition continues the 


company’s trend toward 


taking 
over manufacturing units where 
engineering and additional de 
velopment resources can be used 


to advantage. 


Curtiss Extends Holdings 

Late in 1944 Curtiss-Wright ac 
quired the L.G.S, Spring Clutch 
Company, of Indianapolis, manu 
facturers of spring clutch assem 
blies for all types of mechanisms 
and in November 1945 purchased 
Metal 
Products Company of Cleveland, 


outright the Marquette 


manufacturers of precision parts 
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and assemblies for the automotive 
and aviation industries. 


he Victor Animatograph Cor- 
poration came into being in 1910 





SAMUEL G. Rost 
Victor's Executive Vice-President 


when a group of Davenport busi 
ness men, impressed by Mr. Vic- 
tor’s inventive ability and interest 
in what was to become known as 
entertain- 
ment, invited him to establish the 


visual education and 


business and furnished the initial 
financing. 
Steady Upward Growth 
Mr. Rose 
with Mr. Victor in that year and 


became associated 
they have been continuously to- 
gether since, with the former de- 
voting his time to business devel- 
opment and the latter concentrat- 
ing on engineering. From _ its 
start in small quarters and a total 
of five employees, the corporation 
grew steadily until today it em- 
ploys nearly 500 men and women 
and is one of the largest manu- 
facturing concerns in the world 
exclusively devoted to production 
of 16 mm. sound motion picture 
equipment. It has sales outlets 
through 4000 dealers and 150 dis- 
tributors in this country and 54 
foreign outlets and maintains of- 
fices in Chicago, New York and 
Los Angeles. 


In 1918, Mr. Victor initiated 


the movement for a safety film 
standard for non-theatrical use, 
which resulted in the develop- 
ment of 16 millimeter non-inflam- 
mable film and in 1923 he invent- 
ed, produced and sold his first 16 
millimeter sound motion picture 
projector, known as the “Anima- 
tophone”. 





ALEXANDER F. VicTor 


Pioneer Founder and President 


The portability of the projec- 
tor and the safety from fire haz- 
ards provided by non-inflamma- 
ble film gave strong impetus to 
the entire industry and launched 
it on the road to a major place in 
education, 


training and enter- 


tainment. In recognition of his 
numerous inventions and refine- 
ments of 16 millimeter appliances, 
representatives of the govern- 
ment, education, the industry and 
others gave a dinner to Mr. Vic- 
tor in Davenport in 1944 to com- 
memorate the 2]st anniversary of 
“the coming of age of 16 milli- 
meter” and honoring the inven- 
tor for his outstanding contribu- 
tions to the advancement of vis- 


ual education and the industry. 
Marks Beginning of Era 

Mr. Victor, in commenting on 
the purchase of Curtiss-Wright, 
said “It marks another milestone 
in the development of the busi- 
ness. 

“The Curtiss- 
Wright will usher in a still great- 


purchase by 


er era ol progress for our or- 


Rose 


“The 16 millimeter visual edu- 


ganization,” Mr. stated. 





G. W. VAUGHAN 
President of Curtiss-Wright 
cation industry, which enjoyed a 
tremendous growth during. the 
war because of its ability to train 
soldiers and war workers faster 
than under normal procedures, 
is now entering a new period of 
growth in education, in training 
and entertainment. Our _ pre- 
eminence in the field combined 
with these additional resources at 
our disposal assures us of a gen- 


erous share of that growth.” 


NAMES in the NEWS 








Victor E. Lewis Named 


to Craftsmen’s Guild Staff 


@ = Lieur. Cot. Vicror E. Lewis, relieved 
in February from active duty with the 
Army Air Forces and widely known in 
pre-war Los Angeles advertising circles, 
has joined the staft of CRAFTSMEN’s GUILD, 
according to a recent announcement by 
sjoyd H. Fuller, president of the firm, 
whose plant is located at 6916 Romaine 
Street, in Hollywood. Mr. 


have full charge of advertising and sales 
ba) 5 


Lewis will 


promotion activities for the company, 
manufacturers of photographic viewers, 
projectors and related specialties, this 
addition to the staff having been made 
necessary, Mr. Fuller declares, by rapidly 
expanding post-war demands for the 
company's products 

Mr. Lewis is a native of Minnesota, 
where he attended the University, 
adopting Los Angeles as his home city 


in 1925; since that time he has been 
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active in advertising and in Army Re 
serve circles. 

A veteran of World War I, Mr. Lewis 
responded to a call to active service 
in the recent war in August of 1940, 
being first assigned to duty at March 
Field, California. It was here that 
Pearl Harbor Sunday found him. 


AMPRO EXECUTIVES 





Marx 


Howarp 


Howard Marx New Assistant 

to Sales Manager at Ampro 

@ Howarp Marx, who spent consider 
able time in the Special Devices Division 
Navy 


where he served under 


of the Bureau of Aeronautics 
the famous Reat 
Admiral Louis de Florez, has joined the 
Ampro Corporation, Chicago, Lllinois 
as assistant to the sales manager. 

Mr. Marx, whose eleven years prior 
to the war were spent in the 35mm. 
sound motion picture and theatre equip- 
National The- 


atre Supply Company, is the recipient of 


ment industry with the 
an official letter of commendation from 
Chief of Navy's Office of Research 


and Invention for his work in connec- 


the 


Devices 
He 
the 


tio. with Synthetic Training 


using motion picture principles. 
g 


staff of 
Command 


discharged from the 
Fleet Air 


Lieutenant-Commander, 


was 


Pacific with the 
rank of 


serving three and a half years. 


after 


Mr. Marx brings to Ampro an exten- 
sive background of sales and professional 
engineering knowledge which will as- 
sist greatly in developing Ampro_ post 
war sales, and for that reason his ap- 
pointment as assistant to the sales man- 
ager is exceptionally fortunate. He will 
have direct contact with dealers and will 
be in a position to suggest sales promo 
tion methods and assist them with their 


various problems. 








DESK MODEL 
of 35 MM 
Motion Picture Cam- 
era and Tripod... 16” 
high. Complete in every 
detail. 3/16” to 1” 

scale... 

Price $80. Delivered 
GERALD HOWATT 
108-01 Ditmars Bivd. 
Elmhurst, Long Island, N.Y. 
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H. 
Ralph H. Knutson Appointed 
to Ampro Export Department 
@ Jo assist in their program of devel 


KNUTSON 


RALPH 


oping increased export sales and outlets 
for their 16mm. motion picture equip 
ment and products, the AMpro Corpor 
ATION, Chicago, Illinois, has appointed 
RatpH H. Knutson to their export de 
partment. 

Mr. Knutson, whose 17 years experi 
field 


him a wide knowledge of foreign eco 


ence in the financial has given 


nomic and trade conditions, will devote 


his efforts to Ampro’s export sales out 


lets and distributors. His plan envis 


ages increased sales of Ampro products 


through stressing the financial return 


from well-rated outlets in various for 


eign countries, rather than wide distri 
bution through many distributors. 
Mr. 


has 


Knutson, a resident of Chicago, 


a background including five years 
with the Continental Hlinois National 
Bank, 


and 


retail credit investigation work, 


service as Asst. Regional Credit 


Manager of Commercial Credit Corp., 


Chicago. During the war, he was on 


duty with the U.S. Navy in Hawaii. 





GENE F. 


SWEPSTON 


Joins Ampro Educational Dept. 
@ the 


Illinois announces the appointment of 


AmprRo Corporation, Chicago, 


Gene F. Swepstron, recently discharged 


from the Army Signal Corps, to their 
Educational Department, where he will 
N. Nelsen, 
tional Sales, in coordinating educational 


the 


assist Ervin Director Educa- 


and sales ideas from educator's 


standpoint. 
Mr. Swepston served four and a half 
US. 


overseas 


vears in the Army and spent 26 


months commanding the 6th 
Signal Company during combat opera 
tions in New Guinea and the Philippine 
Islands. He is a native of Hot Springs, 
B.A. from 


son State College where he received ex 


Ark., and received a Hender 


tensive training in visual education. 











SARRA, lnc. 


\ NEW YORK 


4 \ 
\ 











Skilled writers from the Mode- 
Art staff are ready to consult with 
you and develop dramatic, ap- 
pealing new approaches to your 
film subjects. Backed by a wide 
range of script writing experi- 
ences in many diversified indus- 
tries, they are certain to produce 
ideas that assure a successful re- 
ception, Let us develop a presen- 
tation for you—at no obligation. 





Ny CO) B) Dee RT PICTURES 
INC. 
FORBES STREET 


1022 


OE 


James’ L. Baker, President 
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OUR NEW SOUND STAGE 


Is Ready 
and May Be Rented 
by 
EASTERN PRODUCERS 


Needing Production Facilities 
in 


Hollywood 
-ROCKETT FILMS 


. 6063 SUNSET BLVD., HOLLYWOOD 28, CALIF. 








EVERYTHING IN PROJECTION 


35mm Projection 
16mm Mazda Projection 
8mm Projection 

2x2 Slide Projection 
Sound Slide Projection 
Turntable Furnished 


P. A. Syste 


16mm Arc Projection 
16mm Silent Projection 
Standard Slide Projection 


Film Roll Projection 


Opaque Projection 
Microphone Furnished 


ms set up 


The World’s Largest 16mm Sound Film Library of 
Commercial, Educational and Entertainment Films 


FOURTEEN OFFICES READY TO SERVE YOU! 


ND EWE WICWTURES 


28 - 34 E. 8th St., Chicago, Illinois (Home Office) 


2024 Main St., Dallas 1, Texas 

714 - 18th St., Denver 2, Colorado 

926 McGee St., Kansas City 6, 
Missouri 

2408 W. 7th St., Los Angeles 5, 
California 

18 So. Third St., Memphis 3, 


Tennessee 


132 So. Miami Ave., Miami 36, 
Florida 


and 


826 Baronne St., 2nd Floor, 


New Orleans 13, Louisiana 
th & Hennepin Sts. 
Minneapolis, Minnesota 


915 S. W. 10th Ave., Portland 5, 


Oregon 
108 W. 8th St., Chattanooga 2, 


Tennessee 


219 E. Main St., Richmond 19, 


Virginia 


52 Auburn Ave., N. E., Atlanta, 


Georgia 


Bertram Willoughby Pictures, Inc., Suite 600, 
1600 Broadway, New York City 19, New York 
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Lewis H. Day 


Lewis Day to Public Relations 
Post at Victor Animatograph 
@ The appointment of Lewis H. Day 
as Public Relations director for the 


VICTOR ANIMATOGRAPH 


CORPORATION, 
Davenport, Iowa, has been announced 
by Mr. S. G. Rose, executive vice presi 
dent of the firm. 

Mr. Day was formerly assistant to the 
president of the Bettendorf Company, 
Bettendorf, Iowa, and in charge of ad- 
vertising and public relations. His du- 
ties, which he has already assumed, are 
broad and include direction of the com- 
pany’s advertising program as well as 
promotional and public relations activ- 
ities. 

Mr. Rose, in announcing the appoint- 
ment of Mr. Day to the post, said the 
creation of an advertising and public 
relations department is an important 
part of the firm’s program of expansion. 
“Mr. Day has had many years of prac- 
tical newspaper and advertising expe- 
rience,” Mr. Rose said, “and has a 
thorough understanding of the public 
relations field.” 

A reserve lieutenant in the army, Mr. 
Day was called to active duty with a field 
artillery unit in September, 1940. He 
served with the 45th division at Fort 
Sill, Oklahoma, and later was transferred 
to Washington, D. C., 
to the war department's bureau of pub- 
lic relations. 


being assigned 


Following his tour of duty in the ar- 
my, he became associated with the cham- 
ber of commerce of the United States. 
While with this national organization, 
he traveled extensively in the east and 
southeast, helping in the development 
of new business organizations and the 
training of executives. He contributed 
articles to Nation’s Business magazine 
and was afforded the opportunity of 
making a close study of business and 
industrial conditions throughout the U.S. 


Executive Staff Appointments 
for Du Pont Photo Products 
@ Appointment of ArtHur H. Burk- 


HARDT aS Manager and Freperic B. SAck- 
ETT as assistant manager of the Du Pont 


PHoto Propucts plant in Parlin, N. J., 
was announced recently. 

Mr. Burkhardt succeeds the late Karl 
R. Myers as plant manager. He is a 
graduate of Rutgers University of the 
class of 1928. In 1933 he joined the Du 
Pont engineering department as a drafts- 
man at the Parlin plant. He was trans- 
ferred to production the same year and 
held various positions until 1943 when 
he became assistant plant manager, hold- 
ing this position until now. 

Mr. Sackett, a graduate of Renssalaer 
Polytechnic Institute in 1929, has been 
production superintendent at Parlin 
since 1944. He joined the Du Pont Com- 
pany in 1930 as a shift supervisor and 
has been in production work since then. 





Max R. KLEIN 


Klein to Direct Optron Sales 


@ Oprron Inc., 223 West Erie St., 
Chicago, 10, Illinois has recently an 
nounced the appointment of M. R. 
KLEIN as its Sales Manager. Optron Inc., 
manufacturer of visual education equip 
ment including transcription playback 
units is a sister company of the Musitron 
Company, Chicago. 

Mr. Klein has charge of sales accounts 
for schools, churches and_ industrial 
establishments. He was formerly with 
the Cleveland Public Schools and served 
as Director of Visual Education for 
three years. Before joining Optron in 
Chicago, Klein directed the visual educa- 
tion activities and sales promotion of the 
Dayton Acme Company in Cincinnati. 
Many followers of visual education will 
recall the successful meetings Klein 
managed at the First Northern Ohio 
Visual Aids Conference in April 1944, 
at Cleveland’s Hollenden Hotel. 

Klein has contributed articles in the 
field of visual education, has lectured 
before school, university and church 
groups, fostering and promoting the 
advantages of modern visual aids. He is 
the author and publisher of pictorial 
maps of literature. Mr. Klein is plan- 
ning to reside in Chicago. Responsible 
school dealers in visual education equip- 
ment desiring to handle the Optron 
line should contact Mr. Klein at the 
above address. 
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J. V. Waller Returns to Head 
Bell & Howell Capital Office 


@ Recently returned to BELL & HOWELL 
ComPANy after three years in the Navy, 
J]. V. WALLER has taken up new duties as 
manager of the company’s Washington, 
D.C. 

A veteran of 12 years’ service with 


branch office. 


Bell & Howell, Waller received factory 


and office training at the company’s 


1934-35, 
holding responsible sales 


Chicago headquarters during 
subsequently 
positions in the Hollywood branch and 
as district manager for the Northwest. 

Originally assigned to the Washington 
office as assistant manager in 1941, Waller 
represented the company in W.P.B. ne- 
gotiations, and instrumental in 
the 


governmental 


was 


assisting armed forces and other 


agencies in_ selecting, 
demonstrating, and using motion picture 
equipment to the best advantage during 
the critical period just prior to and 
following the Pearl Harbor attack. 
Entering the Navy shortly thereafter, 
he put his civilian experience to ex- 
cellent use, developing production 
methods and controls in connection with 
Navy training films turned out by com- 
mercial studios for emergency war-time 
use. From 1944 until leaving the service 
Walle: 
picture production 
supervisor in the Navy's Office of Re- 


as a lieutenant early this year, 


was chief motion 
search and Inventions, Special Devices 


Division. 


Ruecker New Representative 
for DeMornay-Budd Sales 

@ DeMornay-Budd, 475 
New York 51, 
radar and photographic equipment, has 
appointed Dick N. Ruecker as factory 
Sales Representative for 


Grand Con 


course, manufacturers of 


the territory 


including Minnesota, Iowa, Missouri, 


Oklahoma, 
Wisconsin, 


Colorado, Kansas, Illinois, 
Nebraska the Dakotas. 


Ruecker’s headquarters will be in Des 


and 


Moines, Iowa. 
Rueckert from 


the United States Army where he served 


was recently released 
as a Captain in the Signal Corps as 
V-Mail 
V-Mail 


Liaison Officer in the Flushing 


Laboratory, Flushing, Long 


(BELOW) DeVry 


Island. He was responsible for the 
operation and efficiency of this labor- 
atory, the world’s largest V-Mail process- 
ing lab, averaging 5 million letters per 
week to and from all parts of the world. 
Before the Rueckert 


and Secretary-treasurer of 


war, was Manager 


the lowa 
Photographic Supply Co., Inc. of Des 
Iowa. 

British Optical Expert In U.S. 

to Confer With B&H Engineers 
@ For the purpose of exchanging tech- 
nical information concerning precision 
optical manufacture, HARRY W. MARTIN, 
chief optical inspector for the famous 
British firm of Taylor, Taylor, and Hob- 
son, Ltd., spent two weeks during May 


Moines, 


at Bell & Howell's Lincolnwood Labora- 
tories in Chicago. 

Responsible for his company’s product 
engineering in addition to his duties as 
chief inspector, Mr. Martin devoted con- 
siderable time during his visit to con- 
ferences with B. E. Stechbart, B&H vice- 
president in charge of engineering, Paul 
Foote, chief optical engineer, and Mal- 
colm Townsley, chief research engineer 
for the Chicago concern. 

New Ohio Drive-In Theatre 
Installs DeVry Equipment 
@ Miamisburg, Ohio 


are now able to enjoy their favorite Hol 


movie patrons 


lywood Stars “under the stars” at the 
new Miami “Cruise-In” Theatre located 
in the new Miamisburg Amusement 
Center. 


Thoroughly modern in arrangement, 
construction and appointment, this new 
“Drive-In” with a capacity of 500 cars, 
projects a picture 24x32 feet from a 
booth approximately 225 feet from the 
screen. 

Ihe entire installation was made by 
The Dayton Films, Inc. of Dayton, Ohio, 
DeVry Mo 


Booth equip 


authorized distributors of 
tion Picture Equipment. 
ment installed included a pair of heavy 
duty DeVry 


with 


Arc Lamp Theatre Projec 


tors built-in 


synchronized sound 
DeVry “Brillante” pro 


jection lenses, as well as DeVry amplifi 


heads, matched 


cation systems . . . equipment that made 


world famous the slogan, “A great Pair 


to Draw to For a Full House.” 


35mm motion picture equipment (a pair of heavy-duty arc lamp 


theatre projectors) enroute to Miamisburg, Ohio, for a drive-in theatre installation. 
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MORE BRILLIANT PROJECTION! 
GREATER SLIDE PROTECTION! 
MORE CONVENIENT OPERATION! 


The GoldE Filmatic enables you 
to make the most effective use of 
all three types of still projection 
material. Can be changed from 

film to slide showing in a jiffy! 








PRODUCTS 


BLOWER CTO00TED 


GoldE Manufacturing Co. 


TALK ABOUT FILM ACCESSORIES! 


HAS EVERYTHING 


Pruners 


ATALOG ON REQUEST 








CORP. 


NEW YORK.N.Y 





AND LIGHT 
WEIGHT, TOO 





MOTOR-DRIVEN FORCED AIR COOLING 

plus heat filter permits use of 300 as 

well as 200 or 100 watt lamp, yet safe- 

‘neo > precious slides or film against 
eat damage. 


NO REWINDING NECESSARY... film is 
ready for showing right after use. 


SMOOTH PRECISE FOCUSING to hairline 
sharpness. 


ANASTIGMAT PROJECTION LENS (5” f:3.5). 


EASILY ADJUSTABLE for either horizon- 
tal or vertical pictures. 


MANUMATIC SLIDE CARRIER automati- 
cally stacks slides in sequence. 






Dept. B, 1220 West Madison St 
Chicago 7, U.S. A. 
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A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 





EASTERN STATES 


* CONNECTICUT - 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
* DISTRICT OF COLUMBIA: 
Jam Handy Organization, Inc., 
Transport’tn Bldg., Washington 6 
Paul L. Brand, 2153 K St., N. W., 
Washington 7 
* MAINI 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 
* MARYLAND °* 
Kunz Motion Picture Service, 432 
N. Calvert St. Baltimore 
Stark Films, 537 N. Iloward St., 
Baltimere | 
* MASSACHUSETTS * 
Jarrell-Ash Company, 165 Newbury 
St. Boston 16 
Stanley-W inthrop’s, 5-7 Revere Rd 
Quincy 69. 
Audio-Visual Corp., 116 Newbury 
St., Boston 16 
* NEW HAMPSHIRE * 
A. H. Rice and Co., Hollis, N. H 
* NEW JERSEY °* 

Art Zeiller, 868 Broad St., Newark 2 
* NEW YORK °* 
Hallenbeck & Riley, 562 Broadway, 

Albany 7. 
Wilber Visvai Service, 240 State St., 
Albany. (Also New Berlin, N. Y.| 
Buchan Pictures, 79 Allen St., Bul 





falo. 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York 


Catholic Movies, 220 W. 42nd St., 
New York. 

The New York I. T. & T. Co., 25 
W. 45th St., New York 19. 

The Jam Handy Organization, 
Inc., 1775 Rroadway, New York 18. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

King Cole’s Sound Service, 340 
Third Ave. at 25th St., N. Y. C. 10. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 

Sullivan Sound Service, 475 Fifth 
Ave., New York 17. 29 Salem Way, 
Yonkers. 34 Palmer, Bronxville 

Y.M.C.A. Motion Picture Bureau, 
347 Madison Ave., New York 17 

John E. Allen, Inc., Pox 383, Roch 
ester yf 

Marks & Fuller, Inc., 332 E. 
St., Rochester 4. 

* PENNSYLVANIA °* 

Kunz Motion Picture Service, 1319 
Vine St., Philadelphia 7. 

Lippincott Pictures, Inc., 4729 Lud 
low St., Philadelphia 39. 

* RHODE ISLAND - 
Audio-Visual Corp., 268 
minster St., Providence. 

* WEST VIRGINIA + 
J. G. Haley, P. O. Box 703, Charles 
ton 23. 
Apex Theatre Service & Supply, 
Phone 24043 Box 1389 
Huntington. 


USE THIS 


Main 


West 


1920 :9 ou Ne): ® day vede Reler. we: 





jects, screens, projectors 





These qualified visual education dealers offer the finest in products and 
services for the use of training and informational aids; including film sub- 
and accessories. Projection facilities are also 
available. Address inquiries concerning listings on this page to Readers 
Service Bureau, Business Screen, 157 E. Erie St., Chicago 11, Ill. 








‘SOUTHERN SIATES 


* ALABAMA °* 
Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 
John R. Moffitt Co., 19% S. Perry 
St., Montgomery. 
FLORIDA °* 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 
Ideal-Soutkern 16mm Pictures Co., 
132 S. Miami Ave., Miami 36. 
Stevens—Pictures, 9536 N. E. Sec- 

ond Ave., Miami. 
Bowstead’s Camera Shop, 1039 N. 
Orange Ave., Orlando. 
* GEORGIA * 
Calhoun Company, |UI Marietta St., 
Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N.E., Atlanta. 
Strickland Film Co., 141 Walton 

St., N. W., Atlanta 3. 
* KENTUCKY * 
D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louisville.) 
* LOUISANA °* 
Stanley Projection Company, 211% 
Murray St., Alexandria. 
Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Stirling Motion Picture Co., 2005 
Ferndale Ave., Baton Rouge 15. 
Ideal Southern Pictures Co., 826 

Barrone St., New Orleans. 
* MISSISSIPPI * 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
* SOUTH CAROLINA - 
Calhoun Company, 1110'% Taylor 
St., Columbia 6. 
* TENNESSEE °* 
Ideal Pictures Corp., 18 S. 3rd St., 
Memphis. 
Frank L. Rouser Co., Inc., P. O. 
Box 2107. Knoxville 11. 
Southern Visual Films, 687 Shrine 
Bldg., Memphis. 
* VIRGINIA * 
Walker C. Cottrell, Jr., 408-10 E. 
Main St., Richmond 19. 
Ideal Pictures, 219 E. 
Richmond 19, 


MIDWESTERN STATES 


* ARKANSAS + 
Arkansas Visual Education Serv- 
ice, Conway. 
* ILLINOIS + 
Ideal Pictures Corp., 28 E. 8th St., 
Chicago. 
Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 
McHenry Educational Films, 64 E. 
Jackson Blvd., Chicago 4. 
Midwest Visual Equipment Co., 
4509 N. Damen Ave., Chicago 25. 
Y.M.C.A. Motion Picture Bureau, 
19 So. La Salle St., Chicago 3. 
Stinson Projector Sales, 521 S. 
Lombard Ave., Oak Park. 


Main St., 











THE BEST IN 


Fletcher Visual Education Service, 

218 W. Main St., Urbana. 
* INDIANA * 

Burke’s Motion Picture Co., 434 

Lincoln Way West, South Bend 5. 
* IOWA ° 

Pratt Sound Film Service, 805 
Third Ave., S. E., Cedar Rapids. 

Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. ; 

* KANSAS-MISSOURI * 

Central Visual Education Service, 
Broadview Hotel Bldg., Wichita, 
Kas. 

Kansas City Sound Service Co., 
Room 1, Lobby floor, 926 McGee 
St., Kansas City 6, Mo. (Ideal Pic 
tures ) 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 620 
Skinker Blvd., St. Louis. 

* MICHIGAN * 

Olson Anderson, 1113 
Ave., Bay City. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., De- 
troit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 1043 E. Grand 
River, East Lansing. 

* MINNESOTA * 

Film Preview, 1504 Hennepin Ave., 
Minneapolis. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 

* OHIO + 

Lockard Visual Education Service, 
922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., Cin- 
cinnati, 2. 

Ralph V. Haile & Associates, 215 
Walnut St., Cincinnati. 

Fryan Film Service, Film Bldg., 
Cleveland 14. 

Sunray Films, Inc., 
Ave., Cleveland 14. 

Film Associates, 429 
Dr., Dayton 9. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Murray Motion Picture Service 

Co., 879 Reibold Bldg., Dayton 2. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

Martin Sound Systems, 50 Charles 
Ave., S.E.,Massillon. 

* WISCONSIN * 

Photoart House, 844 N. Plankinton 
Ave., Milwaukee. 

Gallagher Film Service, Green Bay. 


WESTERN STATES 


* CALIFORNIA > 
Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 


McKinley 


2108 Payne 


Ridgewood 





EQUIPMENT, FILMS AND 


Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 14. 

Screen Adettes, Inc., 1709 W. 8th 
St., Los Angeles 14. 

Carroll W. Rice, 19 Estrella Ave., 
Piedmont, Oakland 11. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Photo & Sound, Inc., 141 New 
Montgomery, San Francisco 5. 
Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San Fran 

cisco 4. 

Y.M.C.A. Motion Picture Bureau, 

351 Turk St., San Francisco 2. 
* COLORADO * 

Ideal Pictures Corp., 1739 Oneida 
St., Denver. 

* OREGON °* 

Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 

* TEXAS ° 

The Educational Equipment Co., 
David F. Parker, 1909 Commerce 
St., Dallas 1. 

National-Ideal Pictures, 2024 Main 
St., Dallas. 

Visual Education, Inc., 12th at La- 
mar. Austin. Also, 602 N. St. Paul, 
Dallas 1; 4431 Foard St., Ft. 
Worth; and 935 M & M Bildg., 
Houston 2. 

Y.M.C.A. Motion Picture Bureau, 
1700 Patterson Ave., Dallas 1. 


¢ UTAH ° 
Audio-Visual Supply Co., 1122 E. 
8th South, Salt Lake City 2. 
» WASHINGTON °* 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
* HAWAII + 
Motion Picture Enterprises, 121 S. 
Seretania Honolulu, T. H. 


rOkKEIGN 


* CANADA - 
Arrow Films Limited, 
St., Toronto 5, Ontario. 
General Films Limited 
Head Office: 
1534 Thirteenth Ave., Regina, Sask. 
Branches: 
535 W. Georgia St., Vancouver, 
B.C. 
810 Confederation Life Bldg., Win- 
nipeg, Man. 
156 King St., West, Toronto, Ont. 
1396 St. Catherine St., Montreal. 
760 Main St., Moncton, New 
Brunswick. 
- MEXICO - 
E. M. A. S. A. Head Office, Stu- 
dio and Distribution: Reforma 
146, Mexico City. 


1115 Bay 





PROJECTION SERVICE 
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The Visual Dealer's Screen 




















Grorce H. MITCHELI 


George H. Mitchell Forms 
New Texas Dealer Firm 


@ Grora H Mircuett, formerly 
manager of Visual Education, Incorpor 
ated, announced that he severed his 
connections with that firm and started 
his own business effective June 15, 1946. 
The new firm is known as Gerorce H. 
MircHeLt Company, and will handle a 
complete line of standard visual equip 
ment. The company has been appointed 
materials and equipment distributor for 
Victor Animatograph Corporation in 
New Mexico and Texas. Representation 
has already been established throughout 
the territory by trained visual education 
people. 

Mr. Mitchell is eminently qualified to 
conduct a business selling and servicing 
visual education equipment to schools, 
churches, homes and industry. During 
the past nine years he has been associated 
with Visual Education, Incorporated, 
and for the past four has managed the 
business. For fifteen years prior to his 
activities in the visual education field, 
Mr. Mitchell was a school administrator 


in the Texas school system. 


Motion Picture Enterprises of 
Hawaii Announces Expansion 


@ Plans for a $100,000 expansion pro 
gram for Motion Picture Enterprises in 
Honolulu, Hawaii, with extension of 
its activities into China are announced 
by E. J. Young, owner and manager. 
With the acquisition of a new location 
at 655 Kapiolani Blvd. work will begin 
shortly on a modern photographic and 
motion picture center. Plans are being 
formulated to include every department 
necessary for equipment sales, rental 
and service, as well as a complete $40,000 
film rental library, featuring 8mm and 
l6mm silent subjects and 16mm sound 
productions. Still photographic and 
photo finishing department will also 
be incorporated. The present location 
it Beretania Street will be retained as a 
branch store for the convenience of 


downtown shoppers. 
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Ihe new store will be modern in every 
respect. Service, comfort and the latest 
trend in merchandising will be the key 
note. Mr. Young has employed the serv 
ice of Fred Fujioka who will handle 
all details in planning the modern and 
functional establishment. The new store 
was to be ready sometime in June. 

The firm handles many lines of pre 
cisioned cameras and projectors. Many 
new and exclusive products will be 
added in the new store. 

The second step in the plans will be 
a new branch firm in Shanghai, China. 
The firm will handle the distribution of 
16 and 35mm motion picture equipment 





E. ]. YOUNG 


and films and will also enter into the 
theatre field. Mr. Young states that 
l6mm will be utilized mainly in small 
communities and 35mm _ will be used 


in the cities. 


Customer Screening Room in 
Screen Adettes New Quarters 


@ ScREEN Apeties, INc. and THe SCREEN 
ApeTIE: EQuipMeNntr Corroration which 
cperates offices in Portland, Oregon, San 
Francisco and Los Angeles, California 
on July first moved to larger quarters 
in Portland, Cregon. A three year lease 
has been made on a two-story building 
located at 611 N. Tillamook Street, and 
the main floor will be occupied by the 
Equipment Corporation and the upstairs 
by Adettes. 

Complete facilities for the sale of 
visual equipment and the _ physical 
handling of films will be provided and 
a large modern projection room for 
l6mm_ screenings will be installed for 
firm use and for rental to outside firms 
and groups. A modern Service Depart 
ment with the finest equipment for the 
repair and servicing of visual equipment 
will be established. 

Screen Adettes is the exclusive Western 
Distributor for Films Incorporated, New 
York, and the Equipment Corporation 
is West Coast Distributor for RCA 
scund motion picture equipment and 
Reseler products in addition to many 


other visual items. 








TLAS 


EDUCATIONAL 


FILM CQO. 


@4 time honorcd 
name in motion 
picture and sl de- 


film production. 


@where peopl: 
who do the work 
run the business — 


and clients benefit. 











LESLIE ROUSH 


PRODUCTIONS, INC. 


119 W. 57th St. New 


York 19, N.Y. 


PRODUCERS OF 
MOTION PICTURES 
FOR INSTITUTIONAL, 
PUBLIC RELATIONS 
AND EDUCATIONAL 


PURPOSES. 


LESLIE M. ROUSH 


JULES K. SINDIC 


















































































































For A TRULY FLATTERING SHOWING OF 








YOUR FILM EITHER 35 mm. OR 16 mm 

















WHILE YOUR GUESTS ENJOY COCKTAILS, 

LUNCHEON OR DINNER SUPERBLY SERVED 

IN A SETTING OF UNSURPASSED BEAUTY 
THAT WILL SELL YOUR PICTURE. 


Mort Conk 


NOm 






























































































































































TED NEMETH STUDIOS 


729 SeventH AVENUE 
NEW YORK, N. Y 




































MOTION PICTURES - SLIDE FILMS 























PROTECTION 

FOR MOVIE FILM 
against 

WEAR ... OIL 
WATER 
CLIMATE 

SCRATCHES 

FINGER- 
MARKS 


Ss 


J/ TREATMENT 
, LASTS 
THE LIFE 
OF THE 
FILM 





ASK YOUR DEALER 
VAPORATE CO.,Inc. BELL & HOWELL CO. 


130 W. 46th St. 180! Larchmont, Chicago 
New York City 716 N. Labrea, Hollywood 

















Better-light Film Program 


(CONTINUED FROM PAGE TWENTY-FIVE) 


and other uses of sight. Emphasizing that 
eyes were designed for outdoor seeing, with 
the abundant light supplied by nature, the 
film compares typical intensities out of doors 
and within the home. 


Faulty Lighting Dramatized 

The four- most common lighting faults— 
glare, insufficient light, sharp contrasts and 
harsh shadows—are analyzed, with full color 
and the versatile cartoon technique drama- 
tizing their danger to sight in a way impossi- 
ble with ordinary films. The solution to prop- 
er seeing conditions, the film explains, is 
a combination of fixtures, floor and table 
lamps, carefully selected and arranged, that 
will bring eye comfort and safety to every 
room in the home. 

Next, the purpose of the light meter is 
explained, and some typical needs of the 
eyes, in terms of foot candle intensities for 
various seeing tasks, are shown. The import- 
ance of selecting the correct lamp and fix- 
ture, with the proper size bulb in each, is 
emphasized. 

Concluding with an optimistic note, Light 
Is What You Make It shows a typical home 
in which planned lighting has been installed, 
and dramatizes the many benefits of Better 
Light—improved energy and health, clearer 
vision, better dispositions, a more cheerful 
home, and the satisfaction that comes with 
beauty of surroundings, 


Extensive Program Supplied 

The movie has been designed to take over 
the duties of a host at the meetings—to put 
guests at ease, entertain them and make them 
feel at home. To support the film and am- 
plify its message, the Bureau has prepared a 
line of promotional and educational material, 
to help purchasers put on a well rounded 
program. 

A 16-page, two-color consumer booklet, 
with the same title as the film and using Dis- 
ney drawings throughout, is used as a hand- 
out piece at the meetings, and as direct mail 
for those unable to attend the film showings. 
Packed with useful information on the re- 
quired intensities of light for different see- 
ing jobs, the recommended types of lamps 
and fixtures for every room in the average 
home, and directions on how to avoid glare 
and shadows in choosing and placing light- 
ing equipment, the booklet also repeats and 
emphasizes the educational story in the film. 

len newspaper ads, three column by 12”, 
are made available in mat form. Each fea- 
tures a Disney drawing, and carries an effec- 
tive message on the need for Better Light. 
Ample space is provided for local messages 
and signatures. 


Large Charts for Illustrated Talk 
Ten 40” by 60” charts, six of them in full 
color, are blowups of the Disney artwork, 
and are intended for use after the movie has 
been shown, as part of a talk on better light 
for better sight. A follow up of this type, 


the Bureau suggests, will increase the effec- 
tiveness of the film to a tremendous degree. 
The charts illustrate the workings of the eye, 
the difference between outdoor and indoor 
lighting, typical rooms in which good and 
faulty lighting are employed, and the use 
of the light meter, among other subjects. 

A suggested talk to accompany the charts 
is included in the Bureau’s package. Informal 
and friendly, with a clever blend of humor 
and useful information, the talk can be used 
as it comes, or can be quickly modified and 
enlarged to suit various audiences. The talk 
is timed for 30 minutes duration. Now that 
new lighting equipment is available to the 
public, the person conducting the meeting 
can explain how the benefits of better light- 
ing can be achieved through correct selection 
and use of light sources. 

A ‘Meeting Manual’ is also included, 
for the benefit of those chosen to conduct 
meetings. Packed with detailed information 
and practical tips, it will remove many of the 
‘headaches’, prevent many unforeseen disas- 
ters, and serve as a step by step road map 
through the seemingly devious path of or- 
ganizing & conducting meetings of this type. 

Many Types of Audiences 

For audiences, the Bureau suggests elec- 
trical dealers, contractors and _ wholesalers, 
business and trade groups, parent-teacher as- 
sociations, Rotary, Kiwanis and other service 
clubs, 4-H clubs, women’s clubs and church 
organizations. Classes of older school children 
are highly effective audiences. The program 
has been planned for flexibility and easy 
adaption to different groups. 

The film and complete package of promo- 
tional and educational material are now avail- 
able to electric utility operating companies 
at a sliding scale of prices, dependent upon 
number of customers. Descriptive literature 
and price schedules will be sent on applica- 
tion to the National Better Light-Better Sight 
Bureau, 420 Lexington Ave., New York 17. 


TRANSLUCENT 


SCREENS 


REAR PROJECTION 


All Screens Made to Order 

Sizes from 1 inch 
| square to 30x 60 feet 

Von @F 750 S. Wabash Ave. 

Y CHICAGO, ILLINOIS 

ti ictur jecti 
16MM & 35MM scolaa.” Raeieas’ Ga 
school, church showings, supply equipment and operators. 


Full responsibility, one-time or long runs in New York, 
New Jersey, and Connecticut. Continuous projection and 
sound-slide film service. Have largest local list of the- 
atrical outlets for top quality industrial films. 


KING COLE'S SOUND SERVICE, Inc. 


340 THIRD AVE. at 25th ST., NEW YORK 10 LEx. 2-678! 






































YOU'LL PUSH DELIVERY DATES AHEAD 





with training film “show-how” 


helping in your plan 


F YOU’LL REMEMBER THIS .. . that it takes time for workers 
iT to learn new skills or relearn old ones . . . that only with 
careful training can you hasten the process . . . you’ll be able 
to give the public much quicker delivery on your product. 


But how train workers fast enough? And how kindle their 
enthusiasm for the job? You can do it by using the same medi- 
um the armed services, education, and many of your own 
competitors use to accelerate learning and improve retention: 
training films. You show the right way to do it with films. You 
have pictures, action, color, and sound at your command to get 
these correct methods across—and make them remembered. 


How much will it cost? 


Probably not as much as you think to have your own slide 
films or single motion pictures made. Almost nothing if you 
use the movies and slide films already produced by other com- 
panies, by the U. S. Office of Education, or by the Army or 


Training Films 


—another important function of photography 
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Navy. These can be rented, bought (in many cases, 
borrowed) through non-theatrical film distributors in 
key cities, or direct from the individual concerns. 


For a list of more than 1700 such up-to-the-minute 
“‘ready-made”’ films, write for the valuable new book, 
** The Index of Training Films.” 


Eastman Kodak Company, Rochester 4, N.Y. 


ee EO 


Mail coupon for this FREE book 


EASTMAN KODAK COMPANY 
Rochester 4, New York 


Please send me the informative, new book 
oe ¥ rn . . =. ” 
—‘*The Index of Training Films. 


Name 





Firm__ 
Street_— 


City __State 























VISUALIZATIONS * EDUCATIONAL SOUND. .PICTURES..* TRAINING ASSISTANCE SLIDE FILA 
NEW YORK 19 WASHINGT‘ . D.« DETROIT 11 DAYTON 2 CHICAGO 1 LOS ANGELES 2: 
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